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“The 
Wedge,” 


feceustiNery Arlt 
ings Success 





Or‘ V,” is a favorite play of Foot-ball Teams to force an opening through 
the opposing line, and give the runner a chance to reach the goal. 

Nothing in Foot-ball has been better demonstrated than the value of 
good team work over good individual play. Victory follows systematic 
and combined effort. 

This is true also of Newspaper Advertising. Increasing competition 
in this line makes well-defined plans and well-organized efforts more and 
more essential. A combination of obstacles may cause advertising to fail, 
when a combination of advantages would have ensured its success. 

Our team consists of experience which teaches what to do and to 
avoid ; unbiased selection of mediums; good credit with, and good prices 
from newspapers ; economical and effective preparation of advertisements ; 
complete organization ensuring stipulated service; abundant capital; 
ample facilities and honest convictions. 


The ** wedge”’ which these form follows the line of the least resist- 
ance, and gives the best possible support to the advertisement which carries 
the idea to the reader’s mind—the goal. 


We invite correspondence from intending advertisers, 
N. W. AYER & SON, 


Newspaper Advertising Agents, 
PHILADELPHIA. 
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$21,000. 


If there is one advertiser in the United 
States who has the courage to contract 


for the above amount in a single me- 


dium, we offer that one advertiser 


A Full Column of 
Display Advertising 


every other week for a year in the 


entire 


Atlantic Coast Lists 


of 1400 Local Country Weeklies, 

reaching fully one-sixth of the reading 

population of the United States outside 

of large cities. 

But one electrotype is needed. Copy 

can be changed as often as desired. 

a * Ge 

ATLANTIC COAST LISTS, 


134 Leonard Street, New York. 
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SHOPKEEPERS’ ADVERTISE. 
MENTS. 
THEIR DEFICIENCIES, 
By N. A. Lindsey. 

The great bulk of advertising is done 
by retailers. These speak—each one 
of them to a limited *‘ constituency,” 
and if they are wise they speak pretty 
often. It is plain that their needs and 
methods are not precisely those of the 
general advertiser who can use one 
advertisement in many mediums, and 
take all the time he wants to prepare 
his copy. 

The problem that confronts every 
retail dealer, enterprising enough to 
advertise at all, is how to get his 


money's worth of attention amid a 


crowding mass of dull monotony. Fre- 
quently he tries to settle it by purchas- 
ing all the space he can get, and then 
filling it—with wind. 

So much has been said about the 
worth of ‘‘ getting one’s name before 
the public” that it has come to be ac- 
cepted by advertisers of every class as 
the acme of the advertising art. The 
dealer who has bought a larger amount 
of space than he can furnish witn ideas 
is inclined to think that he has done 
his full duty if he gets the firm name 
pretty often into ‘‘ good black type.” 
He prefers a double-column space, and 
on special occasions spreads himself 
horizontally over three or four columns. 

That sort of thing has a value, no 
doubt. It shows that a house is active 
and stirring. It attracts, on the whole, 
a good many readers, and some of these 
are hit occasionally by a stray shot. 
But is it worth what it costs? 

A good retail advertisement—what 
is it? It were easier to tell what it is 
not. 

That master analyst of the country 
press, Mr. E. W. Howe, ought to have 
gone a little deeper into the matter of 
local advertising while his hand was in. 

He might have told us something 


NEW YORK, Novemper 18, 


1891. No. 


20. 


about the ‘‘ Immense Slaughters,” and 
the ‘* Great Mark Down Sales,” and the 
** Tremendous Sacrifices ” whose stories 
often reach the printing office upon torn 
bits of wrapping paper, written on in 
pencil. He might, too, have thrown 
upon the screen a few types of adver- 
tisers found in every country town (and 
some cities) to match his photographs 
of country editors. 

Take Bombastes, the shoe man, for 
instance, known to all who ever set his 
copy, if to no one else—genial Bom- 
bastes, whose ads. always put the 
whole office to hunting for exclamation 
points and ran the double-pica gothic 
case out of sorts. Bombastes never 
could understand why his ads. didn’t 
pay like Barnum’s and Bonner’s. He 
was a believer in advertising. He 
proved his faith by the money he 
spent. He flattered himseli—so he 
said—that he knew how to write an 
advertisement. Alas! he didn’t know 
how. His uxptosive style palled upon 
the taste. He was the victim of his 
own fatal facility. 

There was Gingham, the dry goods 
dealer. He not only patronized the 
press but he painted upon the rocks 
and nailed big sign-boards upon the 
highway trees. The burden of his 
song was ‘‘ Visit Gingham’s Empori- 
um.” Ideas were as conspicuously 
lacking in his work as green corn is in 
February. But every traveling man 
knew that a certain passport to his 
favor were the words: ‘*‘ You’rea large 
advertiser, I see, Mr. Gingham.” He 
was a large advertiser. He advertised 
his store and himself. How much he 
lost by not advertising his goods will 
never be known. 

Then there was the dignified house 
of Silverman & Garnet. Once or twice 
a year this concern ‘‘ took great pleas- 
ure” in “‘announcing to the public” 
that it was ‘‘in receipt” of ‘*a choice 
assortment of goods in its line—clocks, 
watches, jewelry, silver and plated 
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ware,” which it was ‘‘ offering” at 
‘lowest prices for cash.” Nothing 
could shake the plodding prose of this 
estimable concern. Two things the 
senior partner was sure of—nay, three. 
First, that there was one particularly 
proper way to write an advertisement 
and he had got it ; second, that adver- 
tising did not pay ; third, that he ought 
to advertise a /i/t/e, whether it paid or 
not. He liquidated his advertising bills 
in the spirit in which he settled his 
State, county and municipal taxes. 

None of these men were good adver- 
tisers, but who would have ventured 
to have told them so? Not the pub- 
lisher, certainly, who wanted their busi- 
ness. No argument could have made 
them believe that by nature or training 
or both they were disqualified from do- 
ing the work they were trying to do. 
There was no PRINTERS’ INK to spread 
the light, no ‘‘ experts” to call on for 
assistance. Advertising had not yet 
got beyond a plain, blunt statement of 
facts, or what was intended to pass for 
facts. The artistic drawing, the deftly 
turned phrase, the skill of the literary 
cameocutter, the carefully chosen head- 
lines were not until recently brought 
into requisition. 

‘The merchant who gives to his ad- 
vertising the study and scrutiny that 
he does to other branches of his busi- 
ness will plan it broadly, systematize 
it carefully and make a definite an- 
nual appropriation for its needs. Then 
neither carelessness nor personal vanity 
will be allowed to get in its way. 

With the editor’s permission, I will 
pursue the subject further in a subse- 
quent article. 


REACHING THE RIGHT PEOPLE. 
By H. S. Babcock. 


The object in advertising is to make 
sales. It is not enough to secure re- 
plies to the advertisement; indeed, un- 
less such replies result in sales, the 
more numerous they are the less desir- 
able they prove, for each reply makes 
additional expense in labor and post- 
age. 

For advertising articles of universal 
consumption, sold at ordinary prices, 
the selection of a suitable medium is 
not, perhaps, a very difficult maiter. 
The publication which has the largest 
circulation is usually the best, for it 
reaches the most people, and these 
people are buyers. But the moment 
one leaves this class of articles, the 
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difficulties in selecting a suitable me- 
dium increase. In advertising a speci- 
alty one must have recourse to papers 
devoted to that specialty, and among 
such the circulation is not always and 
everywhere the determining factor in 
making the choice. This is especially 
true if the article to be sold is one that 
has a ‘‘ fancy” value and commands a 
‘‘fancy” price. For such articles one 
must have recourse to such ef the 
specialty publications as have educated 
their readers up to the paying of the 
price demanded for the articles. 

I recall an instance in point: One 
publication, with an alleged circula- 
tion of one hundred thousand copies 
per issue, and with an actual circulation 
which must have been quite near to its 
claims, devoted to a particular specialty, 
brought numerous inquiries to the ad- 
vertisers therein, but almost no sales. 
The publication had secured its enor- 
mous circulation by declaring in favor 
of lower prices, emphasizing the practi- 
cal rather than the fancy side of its 
specialty, and by the offer of prizes 
greatly in excess of the value of its 
subscription list. Another publication 
with a circulation not exceeding one- 
tenth, and perhaps one-twentieth of 
the former, but which had secured its 
circulation in a more legitimate man- 
ner, and which was devoted to the 
‘*fancy” rather than the practical side 
of its specialty, brought to the adver- 
tiser comparatively few replies, but 
nearly every reply meant asale. Here, 
then, were two specialty papers, one 
with a circulation of 75,000 to 100,000, 
the other with a circulation of 5,000 to 
10,000, and yet the latter was a hun- 
dredfold more profitable to the adver- 
tiser. 

Other things equal, the paper with 
the largest circulation is best, but it is 
seldom that other things are equal, and 
the advertiser needs to know some- 
thing more than the number of copies 
issued to select successfully his medium. 
> 

A FEATURE of modern advertising, 
and one which is coming rapidly into 
favor in all sections of the country, 
particularly in the South and West, is 
pamphlets describing the advantages 
of certain towns and cities. Very 
often the advertising is done by the 
Board of Trade of a city, while in 
other instances land improvement com- 
panies and organizations of a similar 
nature are back of the movement.— 
Business. 
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of 


Suggestive 


Advertisements. 








7 See that 


hump? 
It’s the feature of 
the De Long Hook 


and Eye, When it’s hooked 
it stays hooked. - Easily un- 


fastens when you want it— 
not before. . 1§ cents a card 
of two dozen. 


Ask your dealer for it Accept 


no substitute—there isn’t any 





‘4-6 Ghowaw ir) 


ANOTHER KIND. 
Won’t you lower the shade for mamma, 
one ¥ 


wm, afraid it will fall on me, mamma, the 
yw p= 's do. 
no—not this aon, These are the 
glenewsbers Self-Acting Shade Rol- 
lers we have just had vat in and there is no 
da 4 of that. Yeu can work them easily. 
CAUTION.—All genuine Hartshorn Rollers 
have ata Hartshorn’s signature on label, 
as 


Top THAT 





Use Dr. Svivester Pine's 
OLD STYLE COUGH SYRUP 





One 
rounded teaspoonful 


of Cleveland's 
Baking Powder 
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HELPS FOR THE AVERAGE AD- 
VERTISER. 
‘By George R. Kennedy. 

PRINTERS’ INK was right. 

It called upon writers to furnish ar- 
ticles of ‘‘ value and helpfulness” to 
the advertiser, and offered $100 for the 
one judged best. 

In a very gracious way it was made 
known that these articles would be pre- 
ferred from ‘‘ new sources,” therefore 
the thought of competition must not be 
connected with this article. 

Although not a competitor for any 
money prize, yet I sincerely hope that 
much positive good may result from 
the competition. If any words of 
mine can help in 
the good work, 
surely I ought to 
write them, be- 
cause there seems 
a pressing need 
that every side 
of this absorbing 
question should 
be opened for dis- 
cussion. 

My words are 
intended for the 
men who already 
believe in adver- 
tising, and who 
are compelled to 
do whatever is 
done in it, of and 
for themselves. 

It is no part 
of my purpose to 
make new adver- 
tisers ; the sole 
object of this ar- 
ticle is to help, a 
little, the men who 
must get all they 
can from the money they spend in this 
direction. 

The first question likely to arise to 
embarrass the advertiser will be the 
question of circulation. From one end 
of the newspaper world to the other 
there comes an incessant shout of 
“Circulation! Circulation!! Circula- 
tion!!!” until you may think that 
your home papers, with their ten, 
twenty or more thousands, can give 
you no sort of service in comparison 
with the ‘‘ great” circulations of half 
to a million readers. 

There is no question likely to come 
to you for decision so dangerous or so 
hurtful to you as this very question of 
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circulation, unless you carefully ccn- 
sider it and arrive at a reasonable view 
of it. 

There is no need to refer to the un- 
certainty of it, because there is some- 
thing else in it of far more importance 
for you to consider. 

It is time that some one raised the 
question as to whether a very small space 
in a very largely circulated paper, cost- 
ing a very large sum of money, is bet- 
ter than a very much larger space, with 
very much less circulation, costing ex- 
actly the same money. 

If this new question is ever seriously 
raised it will prove one of the most 
absorbing yet grasped, and will bring 
into the discussion every newspaper and 

every newspaper 
in the 


Of course there 
isn’t a newspaper 
on earth that will, 
or can, guarantee 
that your adver- 
tisement will be 
read by one in 
a hundred, or a 
thousand, of its 
subscribers. 

All that a news- 
paper can honestly 
offer you is an op- 
portunity to reach 
so many thou- 
sands through its 
columns. 

This being so, 
what I want you 
to consider is, 
how best to win 
for yourself the 
largest number 
from the circula- 
tion offered, be- 
cause the vital point in this whole 
question of advertising rests upon your 
ability to compel, or lead, the greatest 
possible number to the regular reading 
of all that you may write. 

Newspaper managers do much to 
embarrass the advertiser by fixed *‘ rules 
of the paper” and other annoying con- 
ditions, that, all too often, the paper 
having the largest circulation may be 
of the least value to you. 

It is very often impossible to win any 
marked success through papers of large 
circulation, because the owners persist 
in the view that advertisers have no 
rights that an editor is bound to ac- 
knowledge. 


KENNEDY, 





PRINTERS’ INK. 


During the past year I have had a 
striking illustration of this fact, and the 
telling it may be a benefit to you. 

In a large city 200 miles south from 
New York, two great dailies are printed, 
one claiming a circulation double that 
of the other. 

A prominent advertiser was wedded 
to the one with largest circulation, but 
was more and more disappointed with 
the results of his efforts. 

He was amazed when the advice 
was given to drop the paper and 
take on the other, and the reason 
given did not more than half satisfy 
the doubts. 

The simple reason was that one paper 
denied all rights of the advertiser to the 
use of even pica type, while the other 
granted freely — within reason — what 
the advertiser wanted and needed. 

The result was a revelation, and in- 
stead of the old disappointment with 
results from the paper with the largest 
circulation, there is unbounded satis- 
faction with what has come from the 
smaller. 

When you have guarded against this 
danger you may consider another that 
comes altogether from yourself. 

It may be so that you will take great 
pains to determine the paper having 
largest circulation, and have made a 
desirable contract with it, and because 
of that you may think you have done 
all that is essential in order to deter- 
mine whether there is ‘‘ anything in 
advertising or not.” 

You prepare your advertisement and 
put it into the hands of the printer and 
then await results. At first you realize 
that some persons have seen and been 
influenced by what you said, and then 
things settle back into their own way, 
and disappointment is the final result 
—the first advertisement remaining in 
just as it went in at the beginning. 

Possibly you may come to the con- 
clusion that all advertising is a delusion 
and boasted circulation is a lie, and yet 
you are reasoning without reasonable- 
ness, and the fault is wholly with your- 
self. 

Of course you cannot help seeing 
that your neighbor advertises and sells 
a million while you advertise and sell a 
tenth part, although both use same 
papers and same space. 

Reason the matter out and you are 
sure to come to the conclusion that 
where one reads what you have to say, 
one hundred read all that your neighbor 
tells them. 
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It may be hard for you to admit it, 
but you will be all the better for admit- 
ting it, that while 99 per cent of your 
neighbor's readers believe every word 
he utters, 25 per cent of your readers 
evidently do not believe you. 

In the case of your neighbor, he had 
won readers from the circulation of- 
fered him, while you had not won what 
you might. 

The newspaper gave both the same 
chance. 

he newspaper did not give your 
neighbor the readers and withhold them 
from you. 

Your first effort, therefore, should be 
to win the right kind of attention from 
the largest number possible to whatever 
you have to say. 

If the ‘‘ rule of the paper” stands in 
the way of your doing this, drop it at 
once, and take your chances with a 
lesser circulation that is more friendly 
to your success, 

If what you are now printing fails to 
win attention for you, then stop and 
consider what better way can you 
adopt, and go about it without delay ; 
keep at it until you compel the atten- 
tion you seek. Do this by saying the 
right thing in the right way and at the 
right time. 

Tell a new story as often as you can. 
Tell it in an honest, truthful, simple 
way, naturally as you would talk. Tell 
it so that the reader will know that you 
are telling it truly, and above all let 
your goods prove the truth of all that 
you have said. 

The next suggestion may be more 
difficult for you to carry out. 

In my judgment it is poor advertis- 
ing that fills up all the space with a 
catalogue of gcods and prices. 

Observe the page advertisements of 
N. W. Ayer & Son, Geo. P. Rowell & 
Co., A. Frank Richardson, and others 
prominent in the advertising field. 

What do you find? Why, three- 
quarters of the page, or more, is taken 
up with the brightest possible talk, in- 
tended to win the attention of the 
reader, and then, in half a dozen lines 
at the bottom, the mechanical advertis- 
ing is done. 

I want you to know, what they know, 
that unless you first win the attention— 
the interested attention—of your read. 
ers, all the advertising ever written will 
avail little to you. Of course I know 
that in the doing this, and doing it 
right, lies all that any man can call art 
in this *‘ new era” in the science of ad- 
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vertising. That all men cannot do this 
I know, but that it must be done is 
certain. If you cannot do it yourself, 
spend all that you can afford to pay 
some one for doing as much as possible 
for you ; pay for it cheerfully, for it is 
as necessary to your success as any 
other expense of your business. 

There are plenty of bright men able 
and anxious to serve you. Count me 
out, for I have all I care to do now, 

PRINTERS’ INK is worthy of all 
credit for offering so generous a prize 
for so good a purpose. It is time to 
turn the thoughts of ‘“‘the writers” 
from themselves and their methods to 
the broader consideration of that which 
may prove of ‘‘ value,” or at least a 
help, to the advertiser. 

————_ +o 
SUGGESTIONS IN RETAIL AD- 
VERTISING. 


‘By Charles H. Porter. 


Several years ago, while connected 
with the drug firm of John R. Porter 
& Co., of Rockford, Ill., I devised a 
plan to illustrate our advertisements 
which was at once simple, economical 
and wonderfully effective. 

All of our Rockford papers receive 
every day from Chicago thin plates 
of stereotype, which generally contain, 
in addition to the reading matter, from 
one to a dozen illustrations. These 
plates are used by the paper and then 
returned to be remelted. 

Our publishers readily granted me 
permission to saw off the illustrations 
from the old plates and use them in 
our advertisements. ‘This was no loss 
to them, as, after we had used them, 
they returned the cut with the other 
shipments, and eventually all the plates 
would be sent back. In a short time I 
had several hundred cuts, representing 
almost everything you could imagine, 
from the latest style in ladies’ hats to 
an iceberg or war ship. A great many 
of them were reproductions from the 
illustrations in Puck, Fudge and Life. 
With a little practice and the exercise of 
some ingenuity, advertisements could 
be written which would correspond with 
almost any plate received. 

Two or three times a month I would 
take a proof of what cuts we had on 
hand and write advertisements for them. 
As some of the subjects were more 
suitable for one season of the year than 
another, I had a dozen boxes marked 
with the names of the month, and, 
after writing the advertisement, would 
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fold the plate up in the paper and place 
it in whichever box seemed most suit- 
able. 

Thus we had soda-water notices in 
the July box, cough cures in March, 
holiday goods in December, etc. As 
some of the goods are salable at all 
seasons, I placed the plates advertising 
these goods in a separate box, and 
used them whenever we had nothing 
particularly applicable for the date un- 
der consideration, or when we were 
short of copy. 





It was the Cat. 


Pheney, come yer an’ give ds baby 
som’ of dat Porter’s Cougb Syrup. 
Poo’ ’ittle feller ’s croapy. I know by 
de way be cry, and der.am nothin’ like 
Porter's Whooping Cough Cordial for 
croup. 





As we had contracts with these pa- 
pers and changed our advertisements 
every day, it took considerable time 
and a large number of cuts to keep 
them going. If we had purchased 
original cuts for this work, it would 
have cost us nearly a thousand dollars 
a year; while obtaining them in the 
manner described, they did not cost us 
a cent and were equally effective. 

The results much more than paid us 
for the trouble, and our increased busi- 
ness soon demonstrated the value of 
the plan. People got in the habit of 
looking for our advertisements every 
day, just as they would seek for an ar- 
ticle of news. Any number of custom- 
ers told us they were so interested in 
Porter’s advertisements that they al- 
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ways read them the first thing in taking 
up the paper. 


At the German, a young man samed 
Bantz, 
Had bad coras, and danced like a duace, 
Tul a friend did assure 
Him, that Porter's Coro Cure, 
Would cause them to vanish at once. 





Illustrated advertising is well 
known and so generally used by the 
largest and most successful business 
houses that I hardly need refer to it 
here. Iam confident that if any firm 
will try the plan above mentioned, they 
will be surprised at the increase in 
business it will bring, and that, of 
course, is the true test of the value of 
any idea in advertising. 


so 
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A FOLK-LORE TALE. 
By ‘Benjamin Webster. 


A Royal Bengal Tiger, engaged for 
some years in a general wholesale and 
retail butcher business, to which he 
attended in person, found that his cus- 
tomers, as he grew older, frequently 
slipped away from him, though 
strove tooth and nail to retain what- 
ever business grip he had secured. 

In spite of the most strenuous ef- 
forts, his receipts decreased nightly 
when he balanced his catch, 

At last he began to despair and 
thought seriously of winding up his 
affairs, But, as he was stretched out 
at full length in the jungle, a young 
Tiger, who was taking a little flyer, 
noticed his depression, and aske 
kindly : 

** Well, 
business ?”” 

“* Flat,” replied R. B. Tiger, 

** What's the trouble?” 


he 


Stripes, old man, how’s 


INK. 


**T haven't struck the right kind of 
customers lately,” remarked the elder. 
‘** There's not much going on,” 

‘**I'm on to anything that comes,” 
said the juvenile, ‘‘ but it’s getting 
hard for you to jump with the market, 
now you're growing old and stiff. You 
can't go out after trade as you used to. 
Why don’t you advertise ?” 

“I'm afraid of getting skinned,” 
admitted the older Tiger. 

‘** No danger of that, if you choose 
the right sort of an agent,” said the 
youth, ‘I'll speak to a friend of 
mine. 

The old fellow thanked his young 
friend, and soon after received a cal 
from an enterprising agent. 

‘*What’s your particular 
asked the agent. 

*Cattle,” said the Bengal Tiger. 

** Well, I'll let them know there’s a 
demand up this way,” said the agent ; 
** maybe I can get some of the herders 
to supply your wants. But you must 
do a legitimate business. The pastur- 
age seems good about here, and if you 
let the herders get a fair return in 
grass they won't miss an occasional 
couple of cattle. It’s a fair exchange.” 

So saying, the agent departed and 
managed to work up quite a boom 
among the cattle owners, who brought 
their cattle in large herds to the rich 
land near the Tiger’s place of business. 
For a while the Tiger contented him- 
self with a fat ox or a calf now and 
then, and business was good. In 
fact, he found he had his claws full. 
But the more he took in the more he 
wanted ; and at length, growing tired 
of good, honest beef, the Tiger victim- 
ized the herders also. 

At first he was so sly about it that 
he not found out for some time, 
but, growing bolder, he became reck- 
and consequently frightened off 
several herders. 

Then he noticed that the cattle were 
not brought to the pastures any longer. 
So he made up his mind that the agent 
was not dealing fairly by him. He 
sent for the agent and complained that 
there must be some want of energy in 
the advertising, as there was a distinct 
falling off in his receipts. 

‘* There is plenty of advertising,” 
said the agent, ‘‘ and you are becom- 
ing well known to the whole cattle 
trade. But the trouble is that the 
advertising that I am giving your de- 
mand for cattle is not so strong as the 
free advertising you are getting from 


line?” 


was 


less, 
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the herders whom you tried to devour ! 
‘There's no difficulty about your place 
being known to the trade, but it’s 
known as an excellent place to keep 
away from. I can send people here, 
but if you drive them away faster than 
I can drive them here, there’s little 
profit in it for either of us.” 

So saying the agent took to his heels 
and escaped, while the Bengal Tiger 
ran and hid himself in the depths of 
the jungle to get away from his cred- 
itors. He failed rapidly, went into 
liquidation, and the creditors only 
realized what they could get out of his 
hide, 

* * # 

N. B.—This has a moral, but it has 
nothing whatever to do with Tammany 
Hall. The moral is, that the Agent 
can send you customers, but he can’t 
make them buy, and there is no under- 
tow so strong as that of dissatisfied 
customers away from your door, No 
amount of wind will overcome it. 

ae 
ATLANTIC COAST LISTS OF LO- 
CAL COUNTRY WEEKLIES. 


The publishers of the ready-print 
side of the combination of co-operative 
newspapers which does business under 
the above designation set up the fol- 
lowing claims for their papers, their 
number, character and influence : 

These lists comprise 1400 select lo- 
cal newspapers, mostly weeklies, there 
being, however, a few dailies, semi- 
weeklies and monthlies among them. 

They are said to reach more people 
in the towns and villages of the New 
England, Middle and Southern States 
than can be addressed through any 
other combination of country publica- 
tions, 

More than 85 per cent of these pa- 
pers are either the only papers pub- 
lished in their respective towns or are 
county seat papers, exclusive of dailies 
and monthlies. 

The average individual circulation 
of the papers of the Atlantic Coast 
Lists is far above that of papers which 
so loudly boast of being printed ‘*‘ all 
at home.” Besides having a larger 
circulation, the papers of this combina- 
tion are stronger financially, and wield 
a greater influence in their respective 
localities than their old fogy “* all-at- 
home” contemporaries. 

Fully one-sixth of the entire reading 
population of the United States, out- 


side of large cities, are reached weekly 
by these publications. They form the 
best combination of country newspa- 
pers extant. 

An examination of the condensed 
map at the end of this catalogue will 
show how thoroughly the Atlantic Coast 
Lists cover their territory. 

Parties desiring to see how their ad- 
vertisement will look may send the 
substance of it and receive a printed 
proof, free of charge, together with an 
estimate of the cost of insertion. In 
doing so, the number of insertions 
should be mentioned, as also the ap- 
proximate number of lines to be occu- 
pied. 

Advertisers will see that more than 
85 per cent of our papers are the only 
ones published in their respective towns 
or are published at county seats. 

The circulation of the Atlantic Coast 
Lists is mostly in thrifty towns and 
cities of less than 15,000 inhabitants 
each, and is therefcre of superior value 
for general advertising on this account. 

Take up a list of the inhabitants of 
a country town and mark off the names 
of those who do not take the local pa- 
per, and you will find included in those 
which are left the name of every family 
of wealth, respectability or influence. 

reading Matter Notices.—One of the 
most telling methods of advertising is 
by the inserting of long and short ar- 
ticles as reading matter. With some 
this is a favorite means of reaching the 
public, many preferring it to display 
announcements. 

Saving in Electrotypes.—Advertisers 
using cuts or trade-marks in their an- 
nouncements ordinarily must supply 
one electrotype for each paper used, 
which is expensive. For our whole 
combination only one electrotype is 
required, thus saving a considerable 
amount of money which the advertiser 
would have to pay for electrotypes and 
postage. 

The position we give to advertise- 
ments received by us insures them a 
prominence to be secured in no other 
way. They are carefully revised, neat- 
ly printed and displayed as desired. 

By a careful examination of the At- 
lantic Coast Lists combination of news- 
papers it will be seen that the whole of 
the New England, Middle and South- 
ern States are well covered. Some 
States have many more country news- 
papers than others ; therefore, in those 
States, we have a larger number of 


papers, 
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The territory in which the papers of 
the Atlantic Coast Lists are published 
is the richest and has the most valuable 
trade of any portion of America, and 
no advertiser can properly and effect- 
ively cover it who omits these lists. No 
advertiser can afford to ignore these 
local papers, unless prepared to sacrifice 
much profit. The fallacy has long since 
been exploded that country publishers 
cannot successfully avail themselves of 
the superior capital, machinery and 
general facilities of the large city, to 
benefit their readers and their own 
business by co-operation. 

Each of the Newspaper Unions 
named in the catalogue represents a 
company or corporation, formed for 
the purpose of furnishing to country 
publishers their papers, printed on one 
side with general news and miscel- 
laneous matter, and a limited number 
of advertisements, but with the other 
side blank. The sheets are sent in this 
way week by week to the publishers, 
who, in their own offices, cause to be 
set up and printed the other, or home 
side, on which appears editorial matter, 
local news, advertisements, etc. In 
brief, the co-operative side is edited 
and printed by the Union, in their of- 
fice, and the home side by the editor or 
publisher of the paper in his office. 
The co-operative side is compiled of 
the freshest and most interesting mat- 
ter, and presents many of the features 
of a large city weekly. It is always 
well printed, and hence an advertiser 
knows that his advertisement wlll have 
an attractive appearance. 

Fully three-quarters of our adver- 
tisers are those who have renewed after 
having fairly tried our papers. A large 
number of them are permanent cus- 
tomers, patronizing us year after 
year, 

One newspaper of each list is sent 
weekly to each advertiser during the 
insertion of his advertisement. The 
reason a copy of each paper is not sent 
to the advertiser is solely on account of 
expense ; the cost of postage alone to 
mail a copy of all the papers would 
amount in many cases to more than the 
charge for the advertisement. 


Fit your plans to your purse. 
‘Don’t begin the year till you know 
where you are coming out at the end of 


the year. Follow your plan steadily 
and don’t lose courage. 

If you have a “sinking spell” just 
before you begin, pay no attention to 
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it. All generals suffer this on the eve 
of battle. Actors also are subject to 
‘stage fright.” 

Don’t stick too clesely to one kind 
of advertising. 

Remember that old darkey who had 
been duck shooting, and on being 
asked whether he shot them on the 
wing, said: ‘‘ Shoot "em on de wing? 
Shoot ’em in the head. Shoot’em in 
de tail. Shoot ’em in de leg. Shoot 
‘em eb’rywhere.” 

Advertisers want to attack the public 
on all sides, and with a great variety of 
missles. 

The ‘‘ unexpected” is what tells in 
advertising. 

One kind of advertising clinches an- 
other. 

True economy in advertising does 
not consist in *‘ beating down ” a printer 
or newspaper agent. 

The vital thing is to get the greatest 
amount of effect for the least money. 

In other words, efficiency in adver- 
tising is more desirable than mere bulk. 


Advertisers can upon application 
learn the exact circulation of the At- 
lantic Coast Lists any week. We 
will not disclose the circulation of 
any individual paper, but will cheer- 
fully give the total circulation of the 
lists. Other lists generally refuse to 
do this, but we deem it to be an ad- 
vertiser's right to know. 

Some advertisers desire to place 
their announcements before the whole 
section which our list covers; others 
may wish for only a part. Our list is 
so divided that all divisions can be 
used or any of them. No division, 
however, can be divided. 

The English advertiser does not 
look for such large and immediate re- 
turns as does his American brother. 
He is content to count his advertising 
account as, in a way, an investment, 
and only hopes for good interest on 
the money thus expended. He real- 
izes, moreover, that a man can’t do 
business without advertising. 

A file of the papers of the entire 
combination, as supplied publishers, 
can be seen at our main office, 134 
Leonard street, New York city. Each 
division also has a file, as supplied its 
individual patrons. We cordially in- 
vite advertisers to personally examine 
these files. If they cannot do so 
themselves they can deputize some 
other person. By such examination a 
better idea of the size of the lists and 
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the superiority of the papers can be 
arrived at. 

The circulation is stated every week, 
thus enabling each advertiser to know 
he is only paying what he is receiv- 
ing. 

“Advertisers who intend to examine 
the files will please to do so within 
three months after the papers are is- 
sued, as we cannot guarantee to keep 
them a longer period. 

No additional charge will be made 
should the number of papers increase 
during the time an advertisement is 
ordered, and no deduction will be al- 
lowed should the number decrease. If, 
however, an advertiser agrees to pay 
pro rata in case of increase, we will 
make a pro rata allowance in case of 
decrease. 

Advertising is an art, so is the pro- 
duction of everything else requiring 
the expenditure of brains. Perfection 
has not been reached, and never will 
be reached. The more a man knows 
about advertising, the more experience 
he has had, and the more natural 
ability he possesses, the better able he 
is to succeed rather than fail. All ad- 
vertising does not pay. It is the good 
advertising which does the business, 
the poor advertising which loses the 
money. 

Persons well able to judge have pro- 
nounced the circulation of the average 
country weekly, published upon the 
co-operative system, larger than that 
enjoyed by the average country journal 
still clinging to the old-fogy plan of 
doing all the work in its own office. 
That such should be the fact is natural. 
Live publications avail themselves of 
every facility offered to produce wide- 
awake sheets and command larger cir- 
culations by their superiority. 

Few country weeklies can be pub- 
lished and kept abreast of the times 
without co-operation, even if their 
publishers can afford the expense, any 
more than a city daily can dispense 
with the assistance of the Associated 
Press and similar agencies in gathering 
news. As certainly as the daily without 
telegraphic news would fail of success, 
so surely would the country weekly pub- 
lished on the old-fashioned plan of sev- 
eral years ago be outstripped by the 
weekly enjoying all the facilities of to- 
day. 

Hesitation, even prejudice, formerly 
existing against co-operation has so 
nearly passed away that, to-day, more 
than a majority of the country weeklies 


in the United States have adopted the 
co-operative plan. To disinterested 
judges the co-operative excels the aver- 
age ‘‘all-at-home” country paper in the 
amount and quality of its reading mat- 
ter, in typography and general appear- 
ance, as also in circulation. 

To advertisers it is an important fact 
to have the circulation known and 
guaranteed. The circulation of the 
separate and combined sections of the 
Atlantic Coast Lists is published 
weekly and guaranteed. The exact 
circulation of many, if not most, other 
country journals is difficult to obtain. 
At best, it is usually an estimate, based 
on general information, and that in- 
formation generally overestimates news- 
paper circulation. 

Advertisers engaging space in the 
Atlantic Coast Lists of 1400 papers 
secure journals of higher character and 
larger individual circulation than they 
can obtain by using large lists of pub- 
lications which issue both sides in 
their own offices. 

Slight Change.—Our lists are sub- 
ject to occasional change, as publish- 
ers may choose to adopt or discontinue 
the use of our ready-printed sheets. 
Our steady gain, however, has in all 
cases heretofore given advertisers the 
advantage, inasmuch as we have gen- 
erally printed tneir announcements in 
more papers near the completion of the 
contract than at the beginning. 

Many a fortune has been made by 
advertising—many a business has been 
built up; turned from bankruptcy 
into a valuable estate through adver- 
tising. 

Millions of doliars have been irre- 
vocably sunk, and thousands of busi- 
cess men have made flat failures also, 
notwitstanding the liberal use of print- 
ers’ ink. 

Everyone who advertises does not 
make a success, because everyone does 
not know how to advertise. 

Advertising is an art—a greater art 
than most people are willing to ac- 
knowledge. Comparatively few have 
become proficient in it. Those who 
have can probably attest that they paid 
liberally for the accomplishment, and 
yet are still far from anything like per- 
fection. 

Those who have had little practical 
experience in advertising had best se- 
cure the advice and experience of 
parties who have made it a study and 
a success rather than buy a costly re- 
membrance through experiments, 
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SMALL PICTURES ARE FREE. 


The Indianapolis News. Larger bona-fide 
circulation for the last three years than any 
other three dailies in Indiana combined, or 
no pay for advertising. 

Largest circulation in America in proportion 
to population of city, 

Affidavits of circulation furnished on applica- 
tion. Sworn average for last nine months, 
to October rst, was 25,910 for each day, ex- 
clusive of papers unsold, 

The right of the advertiser to know the meas- 
ure of his purchase in circulation is no less 
than the right of the publisher to know the 
weight of the print paper received from the 
mill, 

InpIANaApouts, Ind., Nov. 5, 1891. 

Geo. P. Rowell & Co.: 

GenTLemMeN—Our advertising clerk says he 
noticed a paragraph in Printers’ INK inviting 
newspapers owning their own building to 
send on asmall cut of the same, to be inserted 
free of charge in the American Newspaper 
Directory, in connection with the matter con- 
cerning such paper, and on yesterday accord- 
ingly he forwarded by mail a small cut for 
that purpose, addressed Geo, P. Rowell & Co. 
The manager had not observed the invitation 
and did not know the cut was sent until after 
it was gone. If it is a voluntary proposition 
from you, alike to all, certainly “ Barkis is 
willin’.” But we do not think newspapers de- 
clining to take advertising in the Directory 
are in a position toask favors in that publica- 
tion, notwithstanding they may occasionally 
use your other publication—Printers’ INK, 
If our advertising clerk is mistaken about the 
proposition, or if it has become obsolete, please 
throw the cut away without further trouble— 
otherwise, thanking you in advance, we are, 

Very truly, Joun H. Hotupay & Co. 

W. J. RicHarps, Business Mane ger. 


INDIANAPOLIS, ¢. b., Marion Co., 
O State Capital, 107.4454 pop,, on 15 Rds. 
and White r., geographical center of State, 
115 m. from Cincinnati, O., 194 from Chicago, 
Ill, 240 from St. Louis, Mo., and 110 from 
Louisville, Ky. Center of an immense trade. 
In a rich and fertile district. 

NEWS ; every evening ex- 
cept Sunday; independent; 
eight pages 19x24, Saturday 
twelve pages ; subscription $5; 
established 1969; John H. Holli- 


day & Co., editors and publish- 


ers; circulation C 1 #&. 


Pictures are free. The offer was a 
voluntary proposal made by the pub- 
lishers of the Directory ‘‘ alike to all.” 
A publisher who has declined to buy 
advertising space in the Directory is 
not thereby debarred from the privi- 
lege of having a picture of his building 
inserted free in the body of the book. 
In fact, the publishers of the Directory 
consider it rather in the light of a fa- 
yor to themselves to have these pict- 
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ures sent in, and are always pleased 
when a new one comes. 

Printers’ INK observes with inter- 
est the considerable growth of combi- 
nations among publishers who agree 
with each other not fo advertise. Is 
this a move in the right direction ? 
For the benefit of the business of ad- 
vertising, we hope that this action on 
the part of so many respectable pub- 
lishers won't prove contagious to the 
general public. It is interesting to 
know that the Chicago newspapers for 
a year or two past have agreed among 
themselves not to advertise in news- 
paper directories and publications like 
PRINTERS’ INK, and that a Chicago 
paper that had never been heard of 
two years ago, which did not enter into 
the agreement but Aas advertised, has 
in an incredibly short time pushed 
itself to the front rank, and now boasts 
the largest circulation and the largest 
advertising patronage at the highest 
advertising rates of any paper in the 
Windy City. 

——___++ 


Orrice or L. H. Crart, 

Fastexn REPRESENTATIVE OF THE 
Inter Ocean, CHIcaco, 

Rooms 22 AND 24, Y. Times 

BuILDING, 
New York City, Nov. 7, 1891. 
Messrs. Geo. P. Rowell & Co., Publishers 
RINTERS’ INK: 


GenTLEMEN—I beg to acknowledge the re- 
ceipt, this morning, of a proof slip of a recent 
correspondence between Mr, W. D. Boyce, of 
Chicago, and yourselves, which I presume 
will appear in the next issue of Printers’ Ink. 

The statement you make in your letter to 
Mr, Boyce that the /ater Ocean, in combina- 
tion with most of the leading newspapers of 
Chicago, had “‘entered into an agreement not 
to advertise,” is incorrect and misleading. It 
is an instance of telling a partial truth and 
yet stating a falsehood, 

The Publishers’ Association of Chicago 
agreed not to advertise in certain pudblica- 
tions. The fact is that the /w*er Ocean and 
the other leading newspapersof Chicago have 
advertised, and do advertise each year, in the 
newspapers of the Northwest, to the extent 
of many thousands of dollars, and in all prob- 
ability will continue to do so for many years 
to come, Very truly yours, 

Leanper H. Crate. 
enti aGsatme 
A SUCCESSFUL BUSINESS MAN, 
From the New York Press. 


I met Mr, J. H. Bates, the well known 
newspaper advertising agent, yesterday, and 
on making some inquiry «f him about the 
tendency of advertising at this time, got this 
queer reply: “‘I can’t tell you much about 
such things, because the young men are run- 
ning the Bates Agency nowadays, and I count 
myself an antediluvian.”” Mr, Bates lives in 
Brooklyn, and has been so successful in busi- 
ness that at middle age he has begun to take 
things easy, 


= 





PRINTERS’ INK, 


“EVERY COPY OF PRINTERS’ INK 
IS FULL OF IDEAS.” 





W. H. BREARLEY. 

During a late visit to the office of 
PRINTERS’ INK made by Mr. W. H. 
Brearley, the well-known proprietor of 
the Detroit /ourna/, the ictlowing con- 
versation occurred : 

“Who are you publishing Prinrers’ Inx 
for? What class are you trying to reach?” 

“We are publishing it for the purpose of 
reaching advertisers, but we also wish pub- 
lishers to see it, because it is only from pub- 
lishers that we can expect to receive an income. 
We are taking every means we can to add 
names to the mailing list, but we stop sending 
the paper just as soon as the subscription has 
expired. Do you think well of Prinrers’ 
Ink 

“T do, indeed. It seems to me 
making an extra good journal of it 
know what I think is its best feature ?"’ 

** Is it the correspondence ?” 

“ No, it is the department containing sug- 
gestions for advertisements. I am most in- 
terested in ‘ advertising ideas,’ because I think 
an advertiser who is in doubt about what he 
wants is often induced by seeing them to use 
them, and the first experiment often leads him 
to become a permanent and large advertiser.” 

* You say that you see good suggestions for 
advertising, occasionally, in Priwrers’ Ink ? 

*Yes, often. Advertisers can pick up avail- 
able ideas that should be of great value to 
them, from nearly every issue.” 

“ Does the Detroit Journal employ these 
suggestions from Printers’ Ink? 

“Yes, frequently. Mr. A. H. Finn, the 

r of the Journal's advertising depart- 

ment, tells me that it pays him to look it over 

carefully each week. He often finds good, 

bright ideas and available suggestions in it. 

Mr. Finn is very fertile and successful, how- 
aver, in originating such work himself. 

“What does your general agent think of 

aie 

“Mr. Max Fischer, our New York agent, 

a careful reader of the per and we da 
a file of Paiunrers’ lyk at his office, room 86, 


you are 
Do you 


in the World building. Now, turn about is 
fair play. You occasionally say a good word 
for the Detroit Journa/ and our agent, Mr. 
Fischer, do you not ?” 

“ Every chance we get, which is not so often 
as we wish it was,”’ 

“And are you going to quote the Detroit 
Journai in the next issue of your Newspaper 
Directory as having a circulation of about 
25,000 per day ?”’ 

“Certainly, if you write to the editor of the 
Directory, and make a definite statement 
showing that you are entitled to be so rated, 
But please bear in mind, Mr. Brearley, that 
anything you say to me on the subject of 
your circulation goes in atone ear and out at 
the other. You can imagine what a nice book 
the Directory would be if it rated every news- 
paper’s circulation upon confidential state- 
ments made in private to any and every per- 
son connected with the office. I see that in the 
1891 issue of the Directory the Jour nad is rated 

) 1""—that is, exceeding 20,000. If you send 
in a three months’ statement showing that the 
regular issue exceeds 25,000, the editor of the 
Directory will so quote it. If you senda state- 
ment of actual issues for a full year, the 
Directory will accept your statement, and 
print the figures just as you give them, and 
will offer a reward of $100 to any pressman or 
other person who may be able to prove that 
the statement was not true. If, on the other 
hand, you send in no report at all to the office 
of the Directory, and the editor obtains no 
information about the Yournal from other 
sources, then it will be rated *‘ D” in the next 
issue, which it has been announced will mean 
‘exceeding 17,500 copies. vie 

“* What are you going to put down as the 
population of Detroit ?” 

* 225,000. 7 

“That is not enough. It is over 250,000. 
By the way, let me have a copy of the last 
issue of Printers’ INK to read to-morrow on 
the train, going home.” 

“ Certainly. Do you look Printers’ 
over every week ?”’ 

“T read it over very carefully and usually 
take it home with me in my pockct to read at 
my leisure."’ 
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Advertisements under this head 30 cents a line 


ANTED—Salesmen for pat. adv’ ha el- 
ty. Particulars? ? Ben, 935 2d Av., N.Y. 


FIRST-CLASS “Advertising Solicitor 
wanted on a Pree »sperous trade paper. 
Address * “SOL ICITOR,” cai ” care PRINTERS’ INK. 


y 7 ANTED, after Jan. 1, Jan. 1, position as editor or 

reporter, by a J? eae of experience. 
who is also a practical i acs 
Lock Box 9, Plymouth, is. 


RINTERS—Read “THE AMERICAN ART 
PRINTER.” Best ary A Magazine 
ea 2 cents a es » Br a. 
fonthly E. BARTHO OMEW, College 
Place, N. Y. 
NY PERSON wishing to sell a proprietary 
article of — value may address 
4 ay 672, New York. An article 
calculated to y * sold through the mails 
would be most desirable. 


VERY ISSUE of PRINTERS’ INK is 
religiously read by many thousand 
newspaper men and printers, as well as by 
advertisers. If you Want to buy a paper or 
to get a situation as editor, the thing todo 
is to announce your desire in a want adver- 
tisement. Any story that = be told in 
twenty-three words can be inserted for two 
dollars, As a rule,one ineortion can be relied 
upon to do the business, 
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ANTED—Partner with am for Demo- 
cratic parer. at State capital. Address 
“BROKER,” Box 160, Clay Center, Kans. 
ANTED—Good all-round +4 spaper mau 
on Sunday paper. Must be writer 
and solicitor, with Understanding of ‘print. 
ing business. Send neces, experience 
and wages. THE COURIER, Lincoln, Neb. 


\ 7 ANTED—Wide-awake men (solicitors, print- 
ers and others) to follow my plans on orig- 
inal “ advertising schemes.” Last weck — — 
netted me $60.00, This week so 
novel will clean up over $100, 
with unfailing success, but am 
something even better- “0 will sex send full = 
tion, —_ and “ pointers ”’ ( ranteeing suc- 
cess, anywhere, by my methods), for No 
better time. Delays are somgerons, Bi .. l answer 
queries (inclosing’ ie gas ), bat prete cash. Ban’ 
irec WooD. Phoenix, Ari- 


references, if des 
(N. B.—I have A. to sell but * ideas.”’) 
- >; 
FOR SALE. 


“Have worked real 
inte 


zona, 


Adrertisements under this head 3 cents a line 
pB=uroms 


FE PREMIUMS at. 

T= FINEST PREMIUMS 

(CATALOGUE contains exceptional list 

Ww ITH points of special interest to Premium 


4 who desire to increase the circulation 
of periodicals 

END for our — " catalogue. EMPIRE PUB. 
Ss CO., & Reade 8 


F°, SALE—A = class newspaper and 
office. “ BROKER,” Lock Box 169, Clay 
ter, 


ns. 

AYING dail r in 
Pay. s.B. HUt oper tee 
cinnati, O, 

R SALE 
‘ Ibs. Br ob t3 
2% fonts o ee 
cheap—at a sacri 
La Grange, Missouri. 


Aw = LET TERS All i 1391. 10 M. our own 

and circular applications. 
N = tty t guaranteed. 5 M. 
or all, out » best offer over $10 per M. 
NOVELTY EWRITER CO. Oswego, N.Y 


BUYS half interest, manage- 
$2 2 50 aot and absolute control 
of me 


ily and Weekly 
Newspaper i n? lorthwen anada. Favorable 
CANADIAN, in care of Miller & Rich- 
ard, Toronto, Ont. 


VLOTHIERS and Dry Goods Dealers have 
ordered 151,000 of our World’s Fair Illus- 
trators during the last four —— A great 
hit in advertisi Send stamps for samples 
and prices. GRIFFITH, AXT LL & CADY 
CO., Embossers, Holyoke, Mass. 


DVERTISERS and Printers, Attention! 
Column cuts of prominent men, ac 
tresses, anitiet | ny newspaper cuts, &c., 
for 15 cents. for catalogue of 1,000 
— les as oe hly. CHICAGO PHOTO 
. CO., 185 padioon St., Chicago, Tl. 


30.000 wrens meme 
m nee; prin 


ready for mailer. A mag 
nificent list for mailing catalogs and “ sam- 
ple copies.” Send stamp for sample sheet 
and prices. Address Box 43, Boyleston, Ind. 


oR SALE—A first-class Daily and Weekly 
News’ r in one of the liveliest cities 
of the South, one of the best opportunities 
ever offered to secure a thoroughly estab- 
lished, mater: making ne wepeeer 5S of high 


character. — ress P.O. Box 
329, New York Cc 


ob 


rowing Southern 
179 Elm St., Cin 


—40 Ibs. Long Primer and 100 
Point system—used a year. 
1 Gordon jobber— 
B. SUMMERS & Co., 


sof 


% mAve 4 Bepeene SaFE that has 


nm in use for twenty oraginaly 
a Marvin Safe, ten ten or twelve 
. ROWELL, 


first class, and good as 
favorable terma. ‘Address GEO. P 
& CO., 1 Spruce St,, N, ¥ 


F°k SALE—A Western Agricultural Paper 
of good standing, established ten years ; 
circulation between 35,000 and 40,000; can be 
bought by the right party for $15,000.00, The 
per cleared over $3,000, exclusive of salar 
es to eon, last year. Office is fully 
equip An excellent opeynaiy for a 
prac PR newspaper man with limited s cont 
tal. For full particulars, address B. M. HOL 
MAN, care of ord & Thomas, Chicago, IL. 


YOR SALE—1 four horse power Otto Gas 
Engine. Fine condition. Just overhauled. 
1 Stommetz Folding Machine. Four folds. 
Does good bookwork and excellent newspa 
per work. Size, 36x). 1 Self Clamping Cut 
ter, Eschlenker tent. Built by Howard 
Iron Works, Buffalo, N.Y. Size, inch. 1 
Double-cylinder Hoe Press, two years old. 
Fine condition. Bed, %x5i. This machinery 
wil be sold in bulk or in Great chance 
for some one desiring to fetp yan office. Ad 
dress L. L. THOMPSON, 142) Pa. Ave., Wash 
ington, D. C. 





SPECIAL NOTICES. 
Advertisements under this head, two lines or 
more, without display, We. a line. 


( 1 Bit. 


V AN BIBBER’'S. 


ee 13 Ct. °-SEP Pace om. 
oe $ 1 000 93—SER PAGE 601, 


I EVEY'S INKS are the best. New York. 
4 
PorvLsR EDUCATOR, Boston, for Teachers. 


AS. HERALD, Phila., Pa. 
80,000 monthly. 
MVHE GRAPHIC, Sar. 
ern illustrated | weekly. 
TPVHE GRAPHIC, ri hie. ALO 
least cost to advertisers. 


ATiown ain Try fhe. Eerenraam, Old 
n, Maine. Quic’ 


lth year, 
“the great West- 


Most value at 


A% TS’ names $i to “ai, 
AGENTS" HERALD, Vhila., 


COMPLETE Family 


Newspaper. 
FRANCISCO CALI. Estab, 1858. 


IR TIRED, WEARY BRAINS, take BRO 
MO-SELTZER. Sold every where, 


ARGEST ony | cireulation in Califor 
i nia—SAN FRANCISCO BULLETIN 


D°eEx5, CANADA 


* aed 1,000, 


SAN 


LIST (Co.operative). 
EWEY, Hamilton, Canada. 


ROSPEROUS, intelligent people reached 
by the SAN FRANCISCO BULLETIN. 


UT IT IN THE POST,” South Bend, Ind. 
Only morning paper in Northwest Ind. 


ARGEST DELIVERED DAILY oreuiation 
4 in Connecticut—NEW HAVEN NE 


P P. STEKETEE, Muskegon, Mich., distributes 
Circulars, Samples, &e. p. reached 40,000. 


bee- 4 ADDRESSES—1,000 farmers or 
townsmen. $2. Box 74, Clinton, Canada. 


OUISVILLE COMMERCIAL—Largest cir- 
culation of any Louisville Morning Daily. 


5 6.7 i? 9 tation 1M 8 BS GALL. 
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GHEST ORDER Mechanical Eagreyis 
J. E. Rhodes, 7 New Chambers ¥: 
Wk does the Bible say about politics ? 
CHRISTIAN Parriot, Morristown, Tenn. 
, yoy - 0S “ Thanksgivi: Annual.” 
S'om Swedish farm paper in Ameien. Min- 


MANN « issue 15 cents per 
copies «coven or no pay. 
lis, Minn. 


GAs FRANCISCO ‘CHRONICLE is the leading 
pd EA of the Pacific Coast, and has the 


GKORDEMANNEN is is the only Swedish ion 
in Ayer’s “ Annual” swearing to circu 
elatme. Nov. 2 nm rint 26,000 copies. 
copy. Minneapolis, 
OUNGSTOWN, 0. “SUNDAY NEWS. 20,000 
ers. pie 8 {e— line. Distribute Circulars 
1 per 


Gms, FARMERS are it ane in clover. SKORDE- 
cK N Thanksgivi 





ver Kansas, use THE KAN- 
rate Ca the leading farm 
and ianay 5 newspaper of the the State. 

NTERPRISE, Brockton, —y— gt n = 
is., 15cts. per inch per day. 

Solid Pade. “V itnes, $1.50 $1.50 per month. 
HE ADVERTISER'S GUIDE, 16 pages, 
fall edition, mailed on receipt of stamp. 

ANLEY DAY, New Market, N. J. 


NGALLS’ HOME AND A AND ART MAGAZINE is 
a LADIES’ MAGAZINE. 25,000 monthly. 
Address J. F. INGALLS, Lynn, Mass. 


NHREE GOOD CUTS of anybody you may 
name for 2-in. space in your pa) lyr. 
W. T. FITZGERALD, Washington, 


IRECTORY PUBLISHERS, please send 

circulars and BSS" list of your directo- 
ries to U. 8. ADDRESS CO., L. Box 1407, Brad- 
ford, McKean Co., 


T= preci a repre- 
sents the Alliance and Varmers’ side. Proved 
circulation exceeding 25, Advertising s0- 
licited. Indianapolis, Ind. 


EDICAL BRIEF (St. Louis) has the largest 

circulation of any medical journal in 
the world. Absolute proof of an excess of 
thirty thousand copies eaci A issue. 


APER DEALEKS.—M. Plummer & Co., 
161 William St., N. Y., sell every kind of 
paper used by y printers and publishers, at low- 
estprices. Full line quality of Printers’ INK. 


'[.HE TEXAS CHRISTIAN ADVOCATE, Dallas. 
ino teal organ + all the Texas and New Mex- 


reater than an. 
biher religious paper in the 


th or Sow 
r rie TEXAS FARMER, Dallas. Do rou want 
the Speman a of Texas? THE TEXAS 
FARMER'S circulation is 30,000 weekly, which 
Rees Ge Ge any other paper in the 


INTH NATIONAL BANK, New York, Nov. 

2d, .-—At a special "meeting of the 
Board ‘of Directors, held this day, Mr. John 
K. Cil was unanimously elected President 
ik, ea, ace of Mr. C. Henry Gar- 
den, res Mr. < A! Garden was 
So elected Vice-President. H. H. 
NAZEO, Cashier. 


DE. Colorado.—Geo. P. Rowell & Co. 
ew York in their new BOOK FOR 
Di SERS name the best, most vie 
woe most influential papers at eac 
mportant center of population or trade 
throughout the whole country. For Denver 
accorded this distinction is the 

DEN R "REPUBLICAN, N. 


F the 207 newspapers papers and periodicals pub- 
ay aoe Comheeticut in 1891, the H ‘Rr. 
at the head in point of 

he ‘American Newspaper Di- 





is undeniably the newspaper in 
Conn. a the advertiser seeking best 
A popular family newspaper. 


results, 
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HE SCHOOL JOURN. RS Ins ire 
tion 18,000), and TE. ry ore, 
Monthly (circulation 4 — L- 
proportion of 300,000 ine | ers Sy coment 
officers. Circulation proved, New York. 


E will exchange THE INDICATOR, a 
National Journal of Insurance (0th year) 
with any newspaper or periodical nevieg | - 
insurance de tment. Address F. 
EN WORTH PUBLISHING Co.,, Detroit. Hien, 


TPVHE AGE-HERALD, Birmingham, Ala., the 

only morning paper printed in the min- 
eral region of Alabama. Average daily cir- 
culation, 7,500; average Sunday circulation, 
10,000; average weekly circulation, 25,000. 
Population of Jefferson County, in which 
Birmingham is located, 100,000. For advertis- 
ing rates address THE AGE-HERALD COM- 
PANY, Birmingham, Alabama. 


HY NOT OWN an Illustrated Newspa- 

per to advertise your business? Did 

you nhow it could be done at moderate cost ? 
*articulars and samples free to any respon- 
sible firm, PICTORIAL WEEKL tes co. 

28 West 23d St., New York. Mr. GIBBS, of the 
National Cash Register Co., says since pub- 
lishing their own paper, “ THE HUSTLER,” 

their business has increase increased 300 per cent. 


p= mare ire sometimes: use Socretyeee— 
l of your advertising is oop 
typed. ny either of these events we would like 
to say a few words to you on the subject. You 
can, in these days, buy electros for pretty much 
whatever amount you choose to fo eg for them. 
When, however, you arrive at the conclusion 
that electros can’ be TOO cheap, we would be 
eenpnes to awe you send us a trialorder. We 
first-class work, prompt delive: 
and rices as oe ie »w as is commensurate with the 
= y of the work which we turn out. We are 
HE E. B. SHELDON CO., New Haven, Conn. 


] 00m FOR ADVERTISERS—From “Garden 
Notes,” East Sumner, Me.—Geo. P. Rowell & 
Co’s “ Book for Advertisers,” Ablished by Geo. 
P. tg wth ny pad vst, New York, 368 
pages, y mai pe e Sve 
advertiser wishes to do his work WELL. If wise ~4 
he will seek hints and helps from every available 
source, and when he finds a book of practical in- 
formation adapted (ayy to his use, he will 
not be slow in make is. Such a work is 
a one named a ead of lm Xe le. The 
ylishers— A: Lo owell’s News) r 
Advertising Bureau ae la it and best foown 
institution of the kind in the world), the pub- 
lishers have a well-earned reputation for honor- 
able dealing and intelligent service, in itself suf- 
ficient indorsement for the character 


work. Like their Ame! 


navert ofl its own nin the 
‘lh e give yon exact- 


wnat you =~ for. and 
frwhat we What “aaa re fair? If If 
his adver- 


no 
Tr, being id a com mission from 
publishers. Th § Sook The “ Book for Ad- 
the best America pewepage qwenay-tve 
merican new: over twenty-five 
+ with ns complete 


A 





circulation 
‘ormation of, inter est 


While the directo: 
PLETE list list of American peri 
Advertisers con 
CLASSIFIED lists. 





hx carr by several thou- The 
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MR. BOYCE BAGS THE SEVEN BIRDS 
BY TELEGRAPH. 














AN INTERESTING CORRESPONDENCE, 


Tue SaturDAY Bape, 
Tue Cuicaco Lepcer. 
W. D. Boyce, Publisher, 
116 and 118 Dearborn St., 
Cuicaco, Nov, 2d, 1891. 
Publisher Printers’ INK: 

Dear Sir—With reference to renewing 
advertising contract for next year, and taking 
a credit on this year for nine weeks, would 
state that we will make you the following 
proposition; which, if acceptable, we will 
continue with you next year, otherwise we 
do not feel we can afford to use the paper. 
We will pay you Ten Thousand Four Hun- 
dred Dollars ($10,400.00) for the front page of 
Printers’ Ink for 1892, circulation never to 
fall below 40,000 per week, in the following 
manner: you to credit on the $10,400.00 nine 
weeks at $200 per week, or $1,800.00, and 
take with us $3,400 worth of advertising for 
your own business in the Saturday Blade 
and Chicago Ledger at our net rates to agen- 
cies on pm pte January rst, 1892. In other 
words, this will leave us paying you in cash 
$100 per week for 1892. We would not care 
for an inside page another year at any rate. 
This will not be cutting your rate, but leav- 
ing us in a position that we could afford to 
use the space, Yours ae 

OYCE, 


New York, November 5, 1891. 
Mr. W.D. Bovcr Chicago, Ji. 

Dear Sir—Your letter of November 2, mak- 
ing a proposal for the first page of Printers’ 
Ink, is at hand 

We cannot accept the proposal, as made, 
and we cannot sell that page any way until we 
have learned from Messrs. Ayer & Son 
whether they want it or not, they having occu- 
pied it most of the time for the past two years, 

We will communicate with them to-day, 
asking them to decide whether or not they 
will take it, and if they do not care for it, we 
will then make you a proposal. 

Our attention was recently called to a state- 
ment that one year ago the Chicago —- 
having the largest circulation and the best a 


vertising patronage was the /nater Ocean, and 
that the /nter Ocean, in combination with 
most of the leading papers of Chicagu, had 
entered into an agreement not to advertise ; 
that at that time the Saturday Blade was not 
sufficiently conspicuous to even make any one 
think it worth while to invite it to enter the 
combination, but that in the interim the Sa#- 
urday Blade Has advertised, and that to-day 
the Chicago paper most widely known, and 
having the best advertising patronage, is the 
Saturday Blade, 

Supposing this to be all true, it is an inter- 
esling statement, is it not? 

Gro. P. Rowe. & Co, 


New York, November o, 1801. 
Mr. W. D. Boyce 

Dear Sir—Referring again to your letter of 
November ad: 

We are now able to say that we are in re- 
ceipt of a letter from N. W. Ayer & Son, of 
Philadelphia, which places the first page of 
Printers’ Ink at our disposal for the year 
1892. Inclosed is a copy of their letter 

We are, therefore, able to offer it to you tor 
$10,400, and inasmuch as we are unab le to let 
you have it free for the remaining seven issues 
in this year, viz., November 18th, 25th, De- 
cember ed, oth, 6th, 23d and 30th, we will 
allow you for those at $200 each, making a 
total allowance of $1,400, thus making the 
cost of the first page to you $09,000 net, pro- 
vided we have the order by the night of 
Wednesday, November 11th ; or $9,200 pro- 
vided the order comes within the following 
week. 

You will observe by the paragraph in minion 
type, printed on inclosed circular, that no issue 
of Printers’ Ink in 1892 will be so small as 
50,000 copies. 

You are aware that there are other preferred 
pages of Printers’ Ink which are offered 
at lower prices; for instance, that preceding 
the editorial page, for which the price is 

,500. You are also aware that*your order 
may be for every other issue at half price if 
you prefer. 

Geo. P. Rowe.r & Co. 


| Reces EIVED at the Western Union Build- 
ing, 195 Broadway, N. Y., Nov. 11, | 
| 


2:35 P m., 1891. Cwuicaco, lil. 
Priwters’ Ink, 10 Spruce St., 
New York City 
| Will take one-half inside page for | 
next year with credit as per circula 
| w. Db BOYCE. 


By this arrangement Mr. Boyce gets his 
half page in 1892 for $2,250, which, by the 
way, is pretty smart on Mr. Boyce's part It 
is all right, probably, but a little puzzling to 
see just how it was done and the rates sus- 
tained at the same time. 


IOC ERR IRIE mr orate EES mE aliy on. 


Neat ABs Aten pinitnel toe 


eee 
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“We Are Seven.” 


The Flying Birds you see in the air represent 


the fifty-two issues of Printers’ INK in 1892 which 


an advertiser can buy and pay for. 


The Seven Plump little beauties in the fore- 
ground are the makeweights that are thrown in to 


make the advertiser happy about his bargain, 


The flying birds can all be had at any time 
before December 31, but the group of plump ones 


in the foreground will grow smaller every week. 





The two sportsmen going over the hill in the upper part of 
this picture represent the publisher of the e4merican Farm 


News, Akron, Ohio, and the publisher of Comfort, Augusta, 
Maine. They were the first to contract for advertisements in 
every issue of Printers’ INK for 1892, and they have secured 
every one of the nine quails heretofore pictured as representing 
the remaining issues of 1891, which were offered free to any 
one contracting before November 4th for an advertisement in 
the fifty-two issues of Printers’ Ink for 1892. The three 
hunters leading the procession in the foreground are supposed 
to represent Mr. D. R. Dewey, printer of ‘‘ Newspaper First 
Sides,” at Hamilton, Canada; Mr. Roy V. Somerville, special 
agent for Canadian newspapers in New York City, and Mr. A. 
H. Fuller, publisher of the Brocton, Mass., Enterprise. Each 
of these has contracted for an advertisement to appear in 
every issue of Printers’ INK for 1892, and in that way, meta- 
phorically, bagged the eight quails in the foreground, as shown 
in the offer of eight issues free in 1891 for all who buy fifty- 
two issues for 1892. The four empty-handed gentlemen in 
the rear sent in orders that were burdened with conditions 
that caused their guns to scatter—so to speak—and in conse- 
quence the whole covey escaped them. It is a satisfaction to 
know, however, that there is still an opportunity to bag seven 
of the eight birds, and it is this thought that gives the cheerful 
expression to their naturally somewhat serious countenances. 
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A JOURNAL FOR ADVERTISERS. 


GEO. P. ROWELL & CO., Pusutsners. 
Office: No. 10 Spruce St., New York. 


Issued every Wednesday. Subscription Price 
Two dollars a year in advance ; single copies 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, pearl measure, 50 cents a 
line; $100 a page; one-half page, $50; one- 
fourth page, $25. Twenty-five per cent. addi- 
tional for special positions—when granted. First 
Page $200, Last Page $150. Special Notices, 
Wants or For Sale, two lines or more, 50 cents 
a line. Advertisers are recommended to furnish 
new copy for every issue. Advertisements must 
be handed in one week before the day of pub- 
lication. 

JOHN IRVING KOMER, EDITOR. 


NEW YORK, NOVEMBER 18, 1801. 





For the week ending November 11, 1424 new 
names were added to the mailing list of Priwt- 
prs’ Ink. 


Special New YeEar’s NuMBER. 


PRINTERS’ INK FOR JAN. 6, 1892. 


Last year we issued a ‘‘ Special New 
Year's Number” of PRinTERs’ INK 
containing 80 pages. 

It was much complimented, and con- 
tained a great variety of suggestive 
matter and interesting contributions. 

A large number of well-constructed 
advertisements added materially to the 
interest of the number. 

It is proposed to make the first issue 
of 1892 even more attractive. The 
‘Special New Year's Number” this 
year will be made as large as the 
pressure of advertising necessitates. 

Contributions will be secured from 
advertising men of ability, and every 
effort will be made to make the paper 
specially interesting to advertisers of 
all classes. 

Copy for advertisements must be in 
hand on or before December 30, 1891. 


IN the matter of allowing discounts 
to general agents, the great majority 
of publishers are divided into two 
classes : those who allow a discount to 
everybody demanding it, and those 
who allow a discount only to certain 
recognized agents—either those listed 
by the American Newspaper Publish- 
ers’ Association, by the Advertising 
Agents’ Association, or a list made up 
from individual knowledge and exper- 
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ience. Publishers belonging to the first 
class are mostly those who have placed 
their rates higher than they hope or ex- 
pect to get except in the case of some 
local advertisers. They are prepared 
to make concessions, whether in the 
name of an “‘ agent’s commission” or 
not is immaterial to them. If the ad- 
vertiser chooses to establish one of his 
clerks as an ‘‘ advertising agent,” pub- 
lishers of this class are ready to humor 
him in his harmless little eccentricity. 
But unless the clerk has the knowledge 
of mediums and their value possessed 
by the experienced agent he is likely 
to prove a pretty expensive luxury to 
his employer. He may get his twenty- 
five per cent discount and still be 
paying an excessively high price for 
the service rendered. Advertisers who 
establish an ‘‘agency” delude only 
themselves. 


Ir is an axiom in medicine that the 
smallest dose that wi// do the business 
is the best. In 1891 PRINTERS’ INK 
has had annual contracts for six full 
pages at prices ranging between $2,600 
and $5,200, according to position. The 
paper has carried too much advertising 
during 1891, and has been too large in 
consequence. When a man cannot 
read PRINTERS’ INK all through in 
five minutes, it is too large. PRINTERS’ 
INK does not expect more than three 
annual page contracts for 1892, and 
although it guarantees a circulation of 
50,000 copies, and intends to have an 
average issue of 60,000, its publishers 
hope that the size of the paper may 
frequently be kept down to sixteen 
pages. 


THE Lynn Daily Press, a paper 
claiming 5,000 circulation daily, pub- 
lished in the celebrated shoe town of 
Massachusetts, announces on its ad- 
vertising rate card, ‘‘ Advertisers deal- 
ing directly with us are entitled to the 
agent’s commission of 25 per cent.” 
It would be interesting to know what 
is meant by ‘‘ agent’s commission,” 
and who it is that is expected to pay 
full rates without the commission. 
Many a publisher allows the agent’s 
commission to every advertiser who 
asks for it, and then gets twice as much 
for his advertising space as any repu- 
table agent would think of paying him. 
It is not every publisher of this class, 
however, that makes his offer in the 
open and manly way adopted by the 
Lynn Daily Press, ‘‘ the representa- 
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tive paper of Lynn—independent, fear- 
less, enterprising.” 

There are lots of papers that the best 
agents cannot recommend, Out of the 
20,000 pupers published, the business 
sent by the leading advertising agen- 
cies is confined mainly to 400 or 500. 
What wonder, then, that those papers 
that are not on the agent's lists should 
offer the agent’s commission to every- 
body ? 

What is given at all should be given 
freely, and if the agent doesn’t want 
it, why should it be denied to those 
who do? 


Messrs, N. W. Aver & Son, ad- 
vertising agents of Philadelphia, an- 
nounce that they need twenty or more 
original and striking designs for news- 
paper advertisements of Santa Claus 
Soap, and that the manufacturers, N. 
K. Fairbank & Co., authorize them to 
pay $10 each for approved drawings 
with appropriate reading, or $5 each 
for designs or reading matter only, 
The offer is open to all who have fa- 
cility in illustration, and the competi- 
tion will close December toth. Designs 
accepted will be paid for about the 
first of January, and other designs 
will at that time be returned. 


Mr. W. D. Boyce, under date of 
November gth, writes to PRINTERS’ 
Ink that ‘‘the Chicago weekly /#ter 
Ocean has the largest circulation of 
any weekly to a daily in the United 
States, and is very prosperous.” 


WE are able to promise our advertis- 
ers that no issue of PRINTERS’ INK 
during the year 1892 will be so small 
as 50,000. We promise ourselves that 
the average issue for 1892 will exceed 
60,000 copies. 


PETTINGILL & CO., UF BOSTON. 


One of the largest and best-known news- 
paper advertising firms in the country is the 
old establishment of Pettingill & Co., of Bos- 
ton. By reason of the rapidly increasing busi 
ness of the firm, it was compelled last month 
to leave its quarters at No. ro State street, 
Boston, which it has occupied since 1850, and 
to move to the fine new offices at No. 22 School 
street, where the company will carry on its 
immense business.—N. VY. 7ribune, Nov. 7th, 
1891. 

For activity, enterprise and good 
business qualities generally young men 
are best. ‘Those who had supposed 
that after the death of the elder Pet- 
tingill his long established business 
would dwindle, may be interested to 
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know that at the present time the house, 
under the management of the son, has 
for a considerable time been doing a 
business more than double that con- 
trolled by the old house in its most 
prosperous days, 
—— 
PRINTERS’ INK will 
solid advertisements in Pearl instead 
of Agate type. PRINTERS’ INK 
small and its space is worth so much 
that there must be no waste. In this 
week's issue the new special notices 
are set in Pearl, the older ones in 
Agate. The difference is hardly per- 
ceptible, still it is material. A page 
will accommodate a little more than 
200 lines of Pearl type, while 196 lines 
of Agate fills the space. No other 
paper in existence sets its advertise- 
ments in Pearl. 


hereafter set 


is so 


~~ 


DONALD KENNEDY 
Of Roxbury, Mass., says 


Kennedy’s Medical Dis- 
covery cures Horrid Old 
Sores, Deep Seated UI- 
cers of 4O years’ stand- 
ing, Inward Tumors, and 
every disease of the skin, 
except Thunder Humor, 
and Cancer that has taken 
root. Price $1.50. Sold 
by every Druggist in the 
U. S. and Canada. 


One of the most successtu! patent 
medicine men ever known in the United 


States was Donald Kennedy, of Rox- 
bury, Mass, It is said of him that he 
never changed his advertisement. The 
sale of Kennedy’s Medical Discovery 
has probably paid a profit to its pro- 
prietor of more than $2,000 a week for 
the past twenty years. A reproduction 
of the Kennedy advertisement is printed 
on this page. Is it not a notable ad- 
vertisement ? 
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THE De Long Hook and Eye ad- 
vertisement, reproduced on another 
page, PRINTERS’ INK thinks is the best 
that has appeared in 1891. Who did 
it? 


OO — 
NOT CONSUMED IN EVANSVILLE. 


Tue Courtmr Co., Pustisners, Dairy, 
/EEKLY, SuNDAY Courter, PRINTS ALL 
THE News, Eicur Paces Dairy. THE 
Courter’s Goss Perrectinc Press, 
Srrep, 8,000 EiGut-PaGe PAPERS PER 

Hour. 

Evansvitte, Ind., Nov. 9, 1891. 
Editor af Printers’ Ivx: 

In Dr. Kilmer’s letter to you, printed in 
Printers’ Ink, Oct. 28, he says that 269 
papers in Indiana have accepted his offer, It 
would be a great satisfaction to the other 
papers in the State to know what papers have 
accepted. Our exchange list has nearly one 
hundred papers on it, and we have not noticed 
Dr. Kilmer’s advertisement in any of them. 
We inquired at the leading drug house here if 
there was any demand for Swamp Root Reme- 
dies and were told that there had been no call 
for them lately. Evansville is the second city 
in the State, 50,726 people, and Swamp Root 
is unknown. It will continue to be unknown 
until advertised in the best papers, no matter 
how many circulars are distributed in the 
sewers. espectfully, Courier Co. 

aio 
A GREAT MAN SECURES SOME VALU- 
ABLE INFORMATION VERY CHEAP. 
From the New York Press. 

In his new business as the head of a uni- 
versal bureau of information, Colonel J, Ar- 
moy Knox is displaying more wit and umor 
than he ever did asa writer. I met him on 
the street yesterday and asked after his con- 
dition of health and likewise the condition of 
his business enterprise. His reply was: “‘ As 
the chief of a bureau of information I must 
demand a quarter for a reply.” 

Mr. Lyman D. Morse, the business man- 
ager for the old and stable advertising agency 
of J. H. Bates & Co., having seen notices of 
Colonel Knox’s new "venture, put a quarter 
into an envelope and sent it to the Colonel 
with this inquiry: “‘ How can I advertise to 
the best advantage?” It wasn’t half an hour 
before he had the following reply: “* Place all 

our cash in the hands of Geo, P. Rowell & 

0., the oldest and most reliable advertising 
agency in the city, ard they will expend it 
to the best advantage.’’—Ben A dou's Column, 
Nov, 12. 

_ 
UNPOPULARITY OF SIGNS. 
From the Providence Telegram, 

It has become necessary for certain corpo- 
rations door their patrons from the an- 
noyances due to having patent medicine and 
other wares continually extolled while travel 
ing about the country. A certain railroad 
running out of Boston has signs posted all 
along the line for miles, “* Post no bills and 
paint no signs on this fence,’’ while a road 
coming into the city takes the same precau- 
tions for a number of miles after leaving 
Boston, 


“Si, 000 9? PACE 60I. 


of mts only Se.! Western 
wins Mattie aounay | St. Louis, Mo. 
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sé 1/3 Ct.’” PACE cor. 
LETTERS coca t2 1215 b pway, Wi. ¥ 
Dan’! F. Beatty, Wash’ton, N. J. 


66 UNIQUE CORNER OF THE EARTH” 
—Coronado Beach, San Die pp Conny, 
California. The Hotel del Coron: 


by expert. coT UP 


prepared ; ads. = A catal es com- 
piled, “ EXPERT, oe O. Box 2,818, New York 


WOOD F NGRAVING 


ore circula 
ANDERSON IN” SHORTHAND. TYPI "TYPEWRITER 
ec 
E. T. PIERCE, Gen. yA y "Fayette, Ohio. 


The Hartford Post. 


Largest Daily Paper in Connecticut and the 
Best. 








Organs $35 up. Catalogue FREE 








Advertising gisee 











pe 
Send postal for sample copy. 





San Francisco Bulletin 
Hike est evening circulation in California. 
character, pure tone, family newspaper. 





yg ~ PAPER does not insert any adver- 
tisement as reading matter. Everythin 
that does <—po as reading matter is ineerted 

ree. The Special Notices are the nearest to 
reading matter that can be bought. The Spe- 
cial Notices are nearly as sary | as read- 
ing matter. The cost is 3) cents a line each 
issue for two lines or more. 


GOLDTHWAITE’S 
CGEOCRAPHICAL MACAZINE. 


CIRCULATION UNIVERSAL. 
1.00 made. Send for proofs. NTRAL 
PRESS ASSOCIAT'N, Columbus, 0. 


YO EVERY PE2:SON who will coors five 
cash subscriptions to PRINTERS’ INK, 
we will send the paper for one peor. gratis 
and a cloth-bound copy of our “ Book for Ad 
vertisers ;” for ten cash subscriptions, a copy 
of the American Newspaper Directory w 
be given as an additional premium. Address 
GEO, P. ROWELL & CO., Publishers, 10 Spruce 


~ $1.25. 








Portraits—Made to order from 
Photos. Cheapest new epeper cuts 








| We will engrave a Copper Plate in the latest 


style, and print 10) of Crane’s best 


CALLING CARDS, 
Send them to youn address. 7 om paid, upon 
receipt of $1.25. 
WHAT IS MORE APPROPRIATE 


FOR A CHRISTTIAS GIFT ? 
Everything in WEDDING INVITATIONS. 
Satisfaction guaranteed. 


BELLMAN BROS., 
PRINTERS, ENGRAVERS & STATIONERS, 
Toledo, Ohio. 


HENEVER an advertiser does business 
with our Advertisi Agency to the 
amount of $10, he will be allowed a discount 
sufficient to pay ae zens cutnorten to 
Printers’ INK GEO. P. ROWELL 
& COo., w? - per yt Agents, No. 10 
Spruce St., New York. 








PRINTERS’ INK. 


San Francisco Call. 
Established 1553. 

Daily 56,759, Sunday 61,861. The Leading 
Newspaper of the Pacific Coast, in Circula 
tion, Standing, Character and Influence. 

Complete 


Cie PAPERS. Trade Papers. 
lists of all devoted to any of the various 
trades, professions, societies, 


etc., may be 
found in Geo. P. Rowell & Co’s “ Book for 
Advertisers,” which is seut by mail to any 
address on recei 


t of one dullar, Apply to 
GEO. & CO., Publishers, 10 
Spruce St., New York. 








Study Law 
At Home. 


Take a course in 
the Sprague Corre 
spondence School of 
Law. Send ten cents 
(stamps) for partic 
ulars to 


W. C. Sprague, L.L. B. 
312 Whitney Block 
a Detroit, Mich. 


CATALOGUE OF 4,000 PAPERS in which 

we own $100,000 worth of adve rtising 
space that we 
any address on receipt of 15 two-cent stamps. 
Ve will receive orders for advertisements 
to be inserted in these papers and accept 
from parties having fair business ratings 
notes coming due after the advertising has 
been placed oe its results realized. Address 
ROWELL’S NEWSPAPER ADVERTISING 
BUREAU, 10 Spruce St., New York. 


The Paint Brush — than the 
Printing Press. 

“ The sign is one of the oldest forms of ad- 
vertising, but unlike most relics it shows no 
signs of decay.”—Editorial in PRINTERS’ 
INK, June 10, 

Have you seen our KODAK signs along the 
New York Central Railroad ? 

We will be glad to make your goods prom- 
inent in any section of the country. 

. J. GUNNING CO., 
Adve rtising Sign Contractors, 
ae arborn § St., Chic "gd 


A Thousand Newspapers 


A DAY ARE READ By 





The Press Clipping Bureau, 


ROBERT & LINN LUCE, 


Boston, Mass. 
Business houses, 
that want earliest 


103 Milk St., 


WH K ? 


news of construction ; 

Su pply houses, that want addresses of 
probable customers; 

Sixty class and trade papers; 

Public men, corporations, professional 
men, who want to get news, see what is said 
of them, or gauge public opinion. 











The National Agricultural and Home 
Monthly of Greatest Guaranteed Circulation 
West of the Alleghenies. 

LOWEST UNIFORM RATES 

Space sold at the Home or New York Office, 
or at any Good Agency 








wish to sell, will be sent to} 


| 
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TNHE PRICE of the American Newspaper 

Directory is Five Dollars, and the pur- 
chase of the book carries with it a paid sub- 
scription to Printers’ Ink for one year. Ad 
dress; GEO. P. KOWELL & CO., Publishers, 
No, 10 », 10 Spruce St., New York. 


THE KEYSTONE LIST, 


Competing, 150 won papers, located te 
cipally in Pa. and N. J., covering a territory 
noted as remunerative to advertisers. This 
list includes about 40 German rs. Rates 
W5e. r line for the entire list. Catalogue 
mailed on application. 

B. L. CRANS, 10 Spruce St., N. Y. 


MERICAN Newsp _ printed in for 
4A eign languages. Complete lists of Ger 
man, Scandinavian, French, Spanish, or 
Portuguese newspapers in the United States 
or all those printed in any language other 
than English, may be found in Geo P 
ete ell & Co’s “ Book for Advertisers,” which 

— by mail to any address for one dollar. 

\pply to GEO. P. ROWELL & CO., Publishers, 


D odd’sti Boston. 4 


Send for Estimate. 


RELIABLE DEALING. CAREFUL SERVICE. 
wa LOW ESTIMATES. 24 


PATENT MEDICINE. 


Wanted—A connection in New York City 
with some person able to invest from 850,10 
to $106,000 for the purpose of conduc citer and 
extending a business in patent medicines, in 
connection with a trade already established 
on the Pacific Coast, with headquarters at 
Portland, Oregon. Address 

SNELL, HEITSHU & WOODARD, 
Care of Printers’ INK, 10 Spruce St., N. Y. 
VERY ONE IN NEED of information on 
the subject of advertising will do well 
to obtain a copy of “ Book for Advertisers,” 
368 pages, price one dollar. Mailed, postage 
paid, on receipt of price. Contains a careful 
compilation from the American Newspaper 
Directory of all the best papers and class 
journals ; gives the circulation rating of 
every one, and a good deal of information 
about rates and other matters pertaining to 
the business of advertisin, Address ROW 
_ L'S ADVERTISING BU REAU, 


PRESSWORK. 


Large Runs Solicited. 
Facilities 300 Reams Daily. 
GIBB BROS. & MORAN, 


PRINTERS, 
45-51 Rose Street, New York, 


COMPOSITION —3 os LECTROTYPING ~BINDING. 


TEACHE HERS 
A Million 


The American 
School Board 
Journal. 
New York—Chicago. 





att eee 
265 Washington Street, 

















10 Spruce 
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CANADA. 


ou intend advertising in Canada it will 
a. 3 interest to know that we handle more 
business with Canadian mowsuepers than any 
other Agency in existence. ye control the 
Canadian advertising of many of the largest 
and shrewdest advertisers in the world, 
Pears’ Soap, for instance. Our efforts are 
devoted to Canada alone. We have no pre 
ferred list, but handle them all. Write us 
before placing your orders. McK 
& CO., Montreal, Canada, 


boca NEWSPAPER 


DUCT A 


ADVERTISING sctxcy 


WE GIVE TO ALL CUSTOMERS 


Conspicuous 
Positions, 
Unbt 


Ppinions, 

a 
Confidential 
Service. 





| So ci 


Low Prices, 


ADVERTISEMENTS DESIGNED, PROOFS SHOWN AND 
ESTIMATES OF COST IN ANY NEWSPAPER 
FURNISHED FREE or Cuarce. 


J.L. STACK & CO. 
Newspaper Advertising, st. Paut, min, 


ARTIST WANTED. 





Dated Dec. 


WANTED—An artist who can do work like 
the above—or better. Young man preferred ; 
permanent ——. 
NK, 10 Spruce St., 


De 


Nise Em 





OVERMAN WHEEL CcO., 


CHICOPEE irks, MASS. 
BOSTON. WASHINGTON. DENVER. SAN FRANCISCO 
A. G. SPALDING & BROS., 

Chicago, New York and Philadelphia. 


THE 


Weekly 
Blade, 


TOLEDO, OHIO. 


THE TOLEDO WEEKLY BLADE is 
one of the few weekly newspapers of this 
country with a circulation always above 
100,000. It is well known by general adver- 





| post-offices. 


tisers as a medium of great value, and the 
best advertisers use it freely. It circulates in 
every State and Territory of the Union, going 
regularly to more than twenty-five thousand 
i It is sent only to paid-in-advance 
subscribers, and it is promptly discontinued 
when term paid for expires. We send out no 
special editions, These facts will be appre- 
ciated by shrewd advertisers. 


Circulation now 118,000! 


Average circulation of the 
Toledo Daily Blade, 14,267. 


For advertising rates in either edition, 


ADDRESS 


THE BLADE, Toledo, Ohio. 
THE 


NEW YORK LEDGER 








Address PRINTERS | 


CHRISTMAS NUMBER, 


12th, delivered to subscribers in 
all sections of North America on same 
date, and 


GOING TO PRESS NOVEMBER 2ist. 


The Christmas Number of last year was 
universally acknowledged by competent 
critics to be the most attractive and artistic 
of any Holiday Issue. The design for the 
cover of the above number, which will be 
printed in colors upon heavy paper, is 
drawn by the same renowned artist, Wilson 
de Meza, and his great success of last year 
is surpassed. The advertising space is lim- 
ited. Send orders at once. We were unable 
to accommodate late comers last year. 


The en will be very largely in- 
beyond the regular Soames, 
e 


o 
bert the edvartising rates 
same. Address 


EDWARD P. CONE, M’g’r Adv. Dept. 
Cor. Spruce and William Sts., N. Y. 
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TO ADVERTISE 


YOUR 


HOLIDAY 
GOODS, 


THE SPORTING NEWS 


OF ST. LOUTS. MO. 

















OFFERS OVER | 


60,000 CIRCULATION 


12 CENTS PER LINE. 


One fifth of a cent per 
line per thousand 
The Sporting News Pub.Co. 
105-107 N Sixth St 
ST LOUIS, 


Send name on postal card 
for {ree copy. 


oy 
F 


iy 


. 
“3 
? 


Aes 





TESTIMONIALS 


WILSON'S NEWS IN 


JOURNAL, ? 
ALEXANDRIA, 8S. D., Oct. 30th, 1891. § 
Gents—Please send by first freight one 
2%-lb. keg of Winter News Ink. The ink I 
ot of you last May proved to be the best ink 
Fever used, and the last in the keg is as good | 


Yours truly, | 
>. W. McCrong. | 
DatLy CALL 


| 
» ? 
GREENVILLE, Mich., October Sist, 1891. § 
GENTLEMEN—Please send me 10}-lb. keg of | 
News Ink for winter use. I am much pleased 
with yovr goods, and have recommended 
several customers to you from alli over the 
State. Yours truly, 
W. B. WELLS. 


as the first. 


THE Fiora A. Jones Co., ? 
Sours Benn, Ind., Nov. 3d, 1891. § 
Dear Strs—Please duplicate this invoice. 
Ship by freight. Enclosed si. We 
have very foolishly tried to buy elsewhere 
since and got left. We promise you, if you'll 
forgive us, we will never do ii again. 
ours very cordially, | 
THE Fiona A. Jores Co. 


Try a sample keg of 25 Ibs. 


ADDRESS 


W.D. Wilson Printing Ink Co. 


(LIMITED), 


140 William St., N. Y. 





|The 


Ct. 


per thousand 
circulation 
guaranteed on 
yearly 
contracts. 


Spokane 
Spokesman 


BEST CLASS 
OF READERS. 


Circulation Twice that of any other 
Spokane Daily. 


SPOKANE, WASH. 


SPECIAL NUMBER. _ 








LEADING 
FASHION 


MONTHLY. 











CIRCULATION 120,000. 


Advertising rates 50 cents a line, 
Forms close Nov, 20. 


It will pay you to go into this 
CHRISTMAS NUMBER, 


550 Peart St., New York, 
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Boston, Mass., Oct. 23rd, ’gt. 
Publisher Agents Guide ; 

We mail you herewith the order for 
fifteen hundred lines in your paper, to 
be used within a year. You asked us 
how the ‘‘ Guide” suited last season. 
In reply will say that, considering the 
advertising rate and circulation, it is 
one of the best mediums we have ever 
used. From the advertising in your 
Se ptember issue we have to date traced 
1856 CASH ORDERS, and’ they are 
still coming in. We are doing a large 
coin business with your subscribers on 
account of this advertising. 

We do not think that anybody will 
question your circulation after trying 
an advertisement in the ‘‘ Agents 
Guide.” It is one of the few mediums 


that pay well. 
Yours with respect and esteem, 
W. E. SKINNER, 
325 Washington Street. 


For rates address 
The Publisher, 
122 Nassau St., New York City. 





WE ARE TALKING TO rou ABOUT 


AtverSaies Clocks. 





Why not give your cust 1 
clock, bearing your a as 


A Christmas or 
New Year's Present ? 
They would greatly appreciate the cour- 
tesy, and you would distribute a permanent 


advoreigntnent. 
Send for catalogue and quotations. 


BAIRD CLOCK CO., Plattsburgh, N, Y. 
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<TADELLA 


ALLOYED-LINK 


TRADE MARK 


“There may be better pens 


in the wide world than the 


Tadella, made by the Tadella 
Pen Company of St. Paul, 
Minn., but the JUDGE 


not found them. 


has 
They easily 
take the lead.” 

—Judge, N. Y., 


Oct. 2gth, 91. 


Samples free at your stationer's ; if he hasn't 
them send us ten cents for twelve styles, 


TADELLA PEN CO., 
_ ST. PAUL, MINN. 


“ ‘“ More 


‘Business 


For the money than any of the bes 
mediums.” 


Records of Results 
Tell the Story: 


INCORPORATED CaPITAL Stock 

May 24, 1888. $100,000, 
OrFice or CENTENNIAL M’F’G CO., 

Manufacturers and Importers of all ands 

of Letter Copying Books, Ink, & 

Brancu Factory, 
New York. 261 AND 268 DEARBORN Sr., 

Cuicaeo, IIL, Oct. 7, 1891. 


ALLEN’S LISTS, AuGusTa, MAINE: 


“Dear Stmrs—You may continue our ad. 
another year, in your Lists, and use the same 
copy that has been running. I consider your 
Lists the best in the world, as they have 
ht us more business for the amount of 
money than any of the best mediums we 
have advertised te. 

= Yours ~ 


Feast Comet t Centennial im rg Co.” 


ALLEN’S LISTS, 





Augusta, Maine, 
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Winnipeg 


Manitoba 


Wmitnni is the supply centre of the magnifi 
cent Canadian Northwest, which is rapidly de- 
veloping into the Granary of the World, so fer. 
tile are its wheat fields. It has a hustling well 
to-do poreasee of over 30,000, drawn | ay the | 
brightest and best young people ¢ of ‘an- 

Winniy peg is one of the best c ities in Can- 
ada for the ie of luxuries and desirable ne- 
cessities. 


“Free Press & Sun” 


Morning, Evening and Weekly. The oldest 
ue in the Canadian Northwest. Controls the | 

Foanamiges of the Associated Press, United 
Press and Press News eA Manitoba, and is the 
only medium necessary to reach thoroughly 
every point in the great Northwest. It has more 
readers daily and weekly than all dane publi- 
cations in Manitoba and the Northwest com- 
bi . For foreign advertisers is invaluable. 


Exclusively represented by 


ROY V.SOMERVILLE 


Special Agent for U. 8. Advertising in 
“Preferred Canadian Papers.” 
Times Building, New York. 


41,588,584 
Circulation 


In six months, July ist to Dec. 3ist, 1890, was 
given by our agency to the 3g inch adver 
tisements of 


Scott’s Emulsion 
of Cod Liver Oil 


in Home Print country weeklies. 

We believe an investigation would satisfy 
many advertisers that they could use the 
Home Print weeklies to advantage. 








class of 


Our Catalogue 2 Of this class of 


Edition for 1891, will be sent © - on any adver 
tiser on a plication, and our method of work 
fully explained. 


Netson (HEsMaN é. (0. 


1 
4K. W. BRANCH, Slee Inanennentv tp, CHILAGO, 
EASTERN BRANCH, 54 Beekman &., SEW YORK 
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Put 
Them 
On 
Your 
List 


Sunday School Times, 
PHILADELPHIA. 

Presbyterian. 
t' } ae 





+ 











Christian Sta 

Pres A. A 
Ref’d Church Messenger 
Episcopal Recorder. 
Christian Instructor. 
Christian Statesman. 
Christian Recorder. 
Lutheran. 


BALTIMORE. 


Baltimore Baptist. 
Episcopal Methodist. 
Presbyterian Observer. 


Every 
One 


of these papers has a 
good reason to be in existence: to 
further the interests of its denomina- 
tion or its special religious work, 


None 
Of them | 
are published for 


money-making ends. ‘That they are 
prosperous makes their work better 
and more effective. Because of good 
work for their readers the papers are 
cherished, consulted and their advice 
followed, It has been that way for 
years, 


Some of 
The Papers 


have not large 
circulation. But what each paper has 
it holds so firmly that an advertiser 
should not count upon covering its 
field unless that particular paper 
used. 

Our management of the advertising 
af all of them helps the advertiser to 
use them economically and easily. 

One 


Price 
Advertising 


Without Duplication 
of - 


HOME 
JOURNALS 15 woomans 
Every Week 


Over 275,000 Copies 











is 


Religious Prese 
Association 
Phila 


| 
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A Man 
With An Eye 


to business can readily see that 
Tue St. Louts Curonicie is a 
splendid medium through which 
to create a demand for and 
increase the sale of goods in 
ST. LOUIS and throughout the 


surrounding country. 
40,000 
Canvassers 


are working in your interest 
every day that your advertise- 
ment appears In 


- THE 


St. Louis Chronicle 


Each copy of the paper acts 








as your agent, and there are 


over 40,000 of them. 


Are You 
Looking for Trade 


in that section of the country ? 
If you are, 


Seek No Further, 


but let THe St. Louis Curonicie 
find it for you among the ranks 
of its great army of readers. 
E. T. PERRY, 
86 & 87 Tribune Bidg., New York, 


will furnish rates, sample copies 
and further information. 


DOES 
IT 
PAY 


to spend hundreds of dollars for space 
in the newspapers and then handicap 
your chance of making the expendi- 
ture profitable by using a poor adver- 
tisement ? 

We prepare advertisements, furnish 
wood-cuts, illustrations, and photo- 
2ngravings where desired, and supply 
our customer with an electrotype of 
the entire advertisement, at a charge 
which is reasonable for the work we do. 

Geo, P, Rowe, & Co., New York. 


PENCIL EXCHANGE, 
55 RESERVOIR AVENUE. 


Lead Pencils for 
Purposes, 





Imprint Advertising 


Jersey City, N. J., Oct. 28, 1891. 

Seta Tuomas Ciock Co., New York: 

GENTLEMEN—We are considering advertis- 
ing in Messrs. Geo. P. Rowell & Co’s PRINT- 
ers’ INK paper. Lt A ames us that you 
sold five thousand r Weight — 
from a single oa n their pa Can 
you bear out this? You will obi ~} “us by 
letting us know, also sending circular of 
your Paper W. eight Clock. 

Yours very truly, 
PENCIL EXCHANGE, 


Per M. 








SETH THOMAS CLOCK CO., 


THOMASTON, CONN. 46 MAIDEN Lavg, N. Y. 
Cuicaeo, 14 STATE St. 
San Francisco, 126 SuTrer Sr. 
NDON, 7 CRIPPLEGATE BUILDINGS, Woop Sr. 


New York, Oct. 29th, 1891. 
Penci, EXCHANGE, 
55 Reservoir Ave., Jersey City, N. J.: 

co Oe lying to your favor of the 
Wth, would t we apne pat three dif- 
ferent —_ 4-4. of a Paper Weight 
Clock in Privrers’ Ink, and can trace sales 
of ‘about 10,000 clocks to these advertise- 
| men 
Enclosed is the circular you ask for. 

Yours truly, 


SETH HOMAS CLocK C 
Seta E, THomas, Treas, 
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$500 FOR THE ORPHANS. 


A Challenge as to Circulation to Be 
Settled by a Committee, 


Our Memphis morning contemporary has for 
some time been bragging about his daily circula- 
tion, one day alleging that it circulated 17,000, 
another day 20,000, and still another 22,000. 
We do not believe that its ordinary circulation 
has ever reached the lowest of these statements. 
We believe that the circulation of THE Com- 
MERCIAL, though it has never ordinarily reached 
any of these figures, is larger than that of our 
contemporary, and so believing, we propose the 
appointment of a committee of three well-known 
citizens, one of them to be appointed by us and 
one by our contemporary, and the third by these 
two, said committee to examine the books of 
circulation of both newspapers and report the 
result to the public, the one having the smallest 
circulation—bona-fide daily circulation—to pay a 
fine of $500, the same to be divided among the 
orphan asylums of the city. We make this 
proposition in no spirit of boastfulness, but 
rather in one of fairness and justice to the 
people of Memphis and the Surrounding country, 
who ought to know the truth and nothing but 
the truth as to the circulation of the two daily 
papers that appeal to them for support. This is 
especially the advertisers’ right here and through- 
out the country. 

This proposition is stmple and plain. If our 
contemporary has one-half the circulation its un- 
wise managers have been claiming for it, now is 
the opportunity to establish the fact—a fact of so 
much importance to it. So confident are we of 
the superiority of THE DAILY COMMERCIAL in 
point of circulation over our contemporary, that 
we will voluntarily contribute $500 to its treasury 
if the result of the committee's examination does 
not show that our daily circulation is larger than 
that of our contemporary. 

PUBLISHERS OF THE COMMERCIAL. 





This has appeared five times in the Memphis 
CoMMERCIAL, and no response from the other 


Memphis morning paper. 


NOVEMBER 12, 1891. 





PRINTERS’ INK. 


Worl Home JOURNAL, 


BOSTON, MASS., 


100,000 
Copies for December, 


At only 50 cents Copy must be in 
an Agate Line. Nov. 25th. 





Order direct, or through any Advertising Agency. 


POTTER & POTTER, Pubs., Boston, Mass. 


“The Xarkes Blade 


MNanadle Mxeriang lesion 


BAL Vaal Crradeloe tht 
Waal CrroddatSMM 
WAldaUralsiox Md 


Wrawredshonl{h 
Wdalidsiah MMM 


SOMATA 


Rreserk Nhserdisiag Redes Te yer hgateline. 
— -Polter & Portex , Pubs. 
BG WIWFeder aN, Boston Mass 








ABOUT 


BUSINESS 


now Business is a Practical Journal of the 
but Office, a live exponent of business science, 

and a truthful mirror of business practice. 
will be Each issue contains articles upon Office 

Routine, Features of Accounting, the Art 
better and Practice of Advertising, Business Law, 
duri Office Equipment, Business Management, 

uring Business Literature, etc. 


1892. * * # * 
The writers engaged upon BUSINESS in- 
clude eminent accountants, successful adver- 
tisers, active business men, and trained observers of business methods, 
together with a large number of correspondents in the offices of prominent 
firms in various lines, in every part of the country. 
* * & # 


‘BUSINESS 


very good 





The editor of BusINEss recognizes the advertising value of circulars and 
catalogues as well as newspaper cards, and by judicious selection of subjects 
for illustration and comment renders acceptable assistance to advertisers of 
every school. 

**# * * 

3USINESS is always timely in its instruction and advice, honest and 
fearless in its utterances, attractive in its typographical dress, and practical 
from beginning to end. Monthly, 36 to 40 pages (gx12 inches), appropriately 
illustrated. Subscription, $1.00 a year, NO BACK NUMBERS, 


SPECIAL OFFER: All who send OWE 


DOLLAR and mention this advertisement 
will be entitled to BUSINESS from date 
order is received to the end of 1892. 


Editors and Publishers are invited to send for sample copy and our 
Exchange Coupon. 

Advertisers find the character of the circulation of BusINEss unsurpassed. 

Rates and further particulars upon’ application. 


* % 


DAVID WILLIAMS, A. O. KITTREDGE, 
Publisher. Editor. 


96-102 READE ST., NEW YORK, 








Siitrtiiedineahiemt at a aie te ee ee 
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N° FAKES or premium schemes have been used to build 
up the circulation of 


“GOLDEN DAYS” 


It sells on its merits for $3.00 per annum, and has its great 
circulation of more than 123,000 weekly because it has merit 
sufficient to command such a circulation. 

It is not merely a juvenile publication, but a first-class 
weekly magazine, read by the entire family. 


FAMILY CIRCULATION 's 
WHAT ADVERTISERS WANT, 


and that among a class with money to buy with. 


The Readers of GOLDEN DAYS 
have money—that is proved by the subscription price, which is 
high for these days of low prices. 

It is an influential paper of high tone. 

Those advertisers who omit to use the advertising pages of 
GOLDEN Days omit a good thing. It receives no objectionable 
advertisements. 

It has unequalled paying qualities, and discriminating 
advertisers are using it with profit. 


ONE OR TWO TESTIMONIALS EVERY WEEK. 
We have published many testimonials and have many more. 


Here’s one: 
Orrice or Western Peart Co., ‘ 
334 Dearborn St., Chicago, Oct. 29, 1891. § 
Mr, R, A, Craic, tat Times Building, New York. 

Dear Sir: In response to yours of the 27th, would say that Go.tpen Days pays us about 
as well as any other of the leading papers in which we are advertising, and as further proof 
of this, our advertisement appears in it right along without interruption. 

Respectfully yours, WESTERN PEARL CO. 


YEARLY RATES 50 CENTS PER AGATE LINE. 


Send orders through any general agent, or to 


R. A. CRAIG, Advertising Manager, 
121 Times Building, NEW YORK, 
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THE WEEKLY 


Pittsburgh Chronicle Telegraph 


is one of the leading weekly issues 


a a ae 





in the country. 





It has been read in the same 





families for years. It would be 





5 MAL AELOMER EL Ne 


hard to persuade some of its read- 





ers that they could get along with- 





out it. 


Over 50 years old; circulation 





solid, and reaches a list of over 





28,000. 
eae 


Cc. J. BILLSON, 
86 & 87 Tribune Building, 
NEW YORK. 
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EDITED BY 


REV. T. DE WITT TALMAGE, D. D. 


CIRCULATION 


79> 500 


AND RAPIDLY INCREASING. 


The most careful advertisers say that it 
yields the best returns. 

Out of nine papers, bringing 676 replies, 
358 were from the ‘Christian Herald.”’ 


e— 


Have You Tried It? 


® 
For Copy of Paper, Advertising Rates, &c., address 


P. B. BROMFIELD, 


MANAGER ADVERTISING DEPT., 
91, 92, 93, 94, 96 Bible House, New York. 
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A STRAIGHT TIP FROM THE TICKER. 


HE. PHILADELPHIA ITEM --—- 
" eo ..085 as 


? Wir ? 


IS THE 


PHILADELPHIA ITEM -- 
A Sure WinnER.? = 


=i foe 
Because it has the Larcest Evening 
GircuLaTION in the Uniteo States. 
ITS CIRCULATION IS \ 
Daicy 780,186. Sunoay 182,398. . 
Weekry 43,352. > 
Average evety issue for firse Six months Gy 
of 189). 
lt has Five QuaprupLe Hoe Packs A > | 
ig \ Which gives ito plant Surpassed} s)4 
vA yb No paper on earth. 
= 4}, It has Toe Most Perrect Dis-\") 
TRIBUTION OERVICE . 
lt is an IDEAL Mepium for Apver-<a 
TISERS. It isa Live Paper and 
Attracts Live Business Men 
lt has an Army of Patrons. 
leis Reviaare, Bricht, Ape and 
Newsy. It has over One THous~ 
And Want Apovertisements each 


day. 
y 5. ae Becnwitn, 


ss Sole Agen Foreign Adveg 
50q Tne Roonery 48 Trieune Bude, 
Cricaco. New Yorn. 
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A Prize Advertisement .. 
A Prize Periodical sous win 
Prize Results. 


The $50 prize offered by F. H. Cady, Provi- 
dence, R. |., dealer in wall paper, for the best 
advertisement of his business—open to all peri- 
odicals in the United States—was awarded, after 
results bad been noted, to 


QGAKDEN NOTES 


GARDEN NOTES was also one of 36 papers that 
received prizes in the ‘‘ Printers’ Ink" $1,000 competition, 








in which there were 711 participants; one of six to win a 
prize of $100 each in a later contest, besides two advertis- 
ing prizes of $25 and $100, respectively, won by the editor 
of GARDEN NOTES within a year. These points are cited 
to show that you will receive intelligent service if you 


place advertising contracts with us. 




















GARDEN Notes is the only periodical in New 
England devoted exclusively to garden topics, 
reaching a constituency otherwise unapproachable 
by a single medium. 


Circulation for January will be 20,000 Copies. 


Sample copy and rates on application. Address 
GARDEN NOTES, East Sumner, Maine. 
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W. D. BOYCE’S PACE. 


For Advertising g Purposes. 


THE SAY RDAY BLADE, 


Boyce. 


THE ania LEDCER, 
By W. D. Boyce. 


THE CHICACO WORLD, 
By B. D. Adsit. 





jATION 
PROP GIR Gmccmny 
350,00 Oo 


COPIES WEEKLY. 


Combined advertising rates for the three pa 
pers, $1 0 per agate line. 
OFFICES OF PUBLICATION: — 
THE BLADE AND LEDGER, 
116 and 118 Dearborn St. 
THE CHICAGO WORLD, 
415 and 417 Dearborn St., 


CHICAGO, - - - ILL. 


95 ber, Per Come 8 increase | in advertising rates Jan- 











w. D. BOYCE AGAIN. 


A few weeks ago Printers’ /nk had occasion 
to remark upon the energy and enterprise of 
Mr. W. D, Boyce, ot Chicago, Since then 
there has been turther justification for those 
compliments. Mr, Boyce has gotten out a 
well-worded circular announcing a suit for 
$50,000 damage against the American News- 
paper Direct 
‘his daniels been distributed broadcast, 
and the result is seen in the notices wh ch are 
now appearing in the daily papers from Maine 
to Calloruin 's *—Printers' Ink. 


NOT AN ‘‘ ORIGINAL IDEA.” 


As Messrs. Rowell & Co. have scen fit to 
open the matter up in the columns of their 
own publication (Printers’ /nk), we don't see 
any reason why we should keep quiet any 
longer. Of course they have the advantage 
of usin the matter of space. They can talk 
about us free; we pay fifty cents a line. Let 
her go, 


Troy, Oct. 21, 1891.—W. D. Boyce, a Chi- 
cago publisher, h has sued G. P. Rowell & Co., 
of New York, for $50,000, on the ground that 
the circulation of his publications has been 
misrepresented and systematically belittled 
and lied about by the New York firm, The 
Rowell concern prints a newspaper directory, 
but as it is chiefly known to publishers as an 
advertising agent or broker, it is not surpris- 
ing that the firm seeks to depreciate the value 
of the space it would buy. ff all the publish- 
ers who are misrepresented in the poses of 
the “directory,” where dollars rather than 
other facts are consulted, should sue Rowell 
& Co., the court calendars would be loaded for 
the next half century.— Evening Standard. 


A RECOGNIZED FRAUD. 

W. D. Boyce, who publishes the Cutcaco 
Lepcer and Cuicaco Brave, two of the 
largest and finest weeklies in the world, has 
just sued Geo, P. Rowell & Co., alleged ad- 
vertising agents, of New York, ‘for damages 
for misrepresentation in their Advertising 
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Newspaper Reporter. That he has a clear 
case none can doubt who is familiar with the 
methods of Geo, P. Rowell & Co. Their 
style of making up newspaper reports is a 
fraud from the ground up. It has not one re- 
liable report in it. Newspapers that we know 
have only 300 to 500 circulation are listed at 
1,500 to 2,500. Newspapers that have an ac- 
tual bona-fide circulation of from 1,500 to 
2,500 are not even mentioned, Their so- 
called directory is a by and injustice, not 
only on the news profession but upon 
advertisers as well, PT he i is also true of an- 
other alleged advertising agency book, pur- 
porting to give circulation. Some of them 
carry a paper in Grand Forks which has been 
dead and embalmed for two years past, and 
accord it a circulation it never had, The 
News trusts that W. D, Boyce will push Geo. 
P. Rowell & Co. to the utmost, and every 
newspaper in the United States will stand by 
him. —Grand Forks (N. D.) News. 


OF INTEREST TO NEWSPAPER PUBLISHERS, 

A suit of much importance to newspaper 
publishers, and one that will be watched with 
a great deal of interest by every newspaper in 
the land, has been instituted by W. D. Boyce 
against Geo. P, Rowell & Co., publishers of 
the American Newspaper Directory. Boyce 
is publisher of the Chicago Saruxpay B.apg, 
and, as such, took particular pains to have his 
paper correctly rated in Rowell & Co.'s direc- 
tory. He actually went to New York when 
the book was in course of preparation, sought 
an interview with the head of the directory 
firm and produced conclusive evidence that 
the circuiation of the BLApkr exceeded 150,000 
copies in December, 1890, and approximated 
200,000 copies weekly. Notwithstanding the 
evidence submitted, the directory puolishers 
represented the circulation of the BLADE to 
be not exceeding 150,000 copies weekly, and 
further stated that they had not received 
satisfactory information respecting the circu- 
lation of said newspaper. Damage inthe sum 
of $50,000 is asked. 

If Boyce should be awarded a verdict in 
the premises, there will doubtiess be other 
suits of a similar nature instituted against the 
firm named,— 7he News, Pensacola, Florida. 


WE CAN STAND IT. 


I remember sending a correspondent down 
to Washington, Pa.,a year or so ago, to re- 

rta hanging. They brought the poor fel- 

ow out on the platform, put the ro; = around 
his neck, and as they were about to draw down 
the black cap the sheriff, minister and others 
began crying. The man ‘about to be executed 
looked around on those present and said, 
* Gentlemen, if I can stand this, you ought 
to,” 


DON’T FORGET 


that the advertising retes on the BLape and 
Lepcer will be increased 25 per cent. Jan. 


tst, 192. 
ALSO THE RULES. 

1. Cancel any contract at any time for any 
reason, at pro rata rates, 

2. No discount for time or space. 

3. Circulation proved each week by P. O. 
receipts. 

The Saturpay Brave has the largest cir- 
culation of wy! weekly newspaper published 
in the United States. 

Apply for shace in the Biapve, Lepcer or 
Worn fo any Advertising Agency, or to 

W. D. BOYCE, Chicago, Ill. 
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SUCCESS WITH ONE STRING. 


We have lately read a profusely illustrated 
and attractive booklet from the pen of the 
well-known business writer, H. C, Brown, 
which we think will not be amiss to presentin 
patt to the readers of Priwrexs’ Ink, It is 
styled *‘A Down East Yankee and His One 
idee.” —_— 

There was a violin player in Berlin who 
made more music out of one string on his 
violin than all the great masters on four, He 
said that life was too brief to master more 
than one string ; that if he had four lives he 
could play on four strings. He made his one 
string and his one idea a success, There was 
a little boy in London whose father was in 
jail for debt, and whose days were spent past- 
ing labels on the blacking boxes of Day & 
Martin ; but he had an idea that some day he 
would like to live in the great house on Gad’s 
Hill, which he could see from his little prison, 
and with that idea he toiled on. When the 
last hour came it found him the owner of 
Gad's Hill. is name was Charles Dickens, 
There is published in Edinburgh, Scotland, 
Chambers Information for the Pecple and 
Chambers’ Journal—two periodicals that 
have a world-wide reputation and a world- 
wide influence. Every great man within the 
last decade has written for these brothers, 
Robert and Alfred Chambers. This great 
publishing house was commenced by Arthur 
Chambers, who opened a small book-stall right 
on the sidewalk ; but the one great idea of 
Arthur Chambers was to make his publishing 
house the greatest publishing house in all the 
British Empire. And he lived to see the suc- 
cessful accomplishment of his ambition. I 
might go on and relate instances without end 
showing how much can be done by getting 
hold of an idea and keeping everlastingly at it. 

Chauncey Depew once said that all he could 
give as the key to success was simply three 
words—“* Stick, Dig and Save.” I ere is 
hardly room in this life for a man to do more 
than one thing and do it well. When he can 
make himself a power in four different and 
distinct branches of human industry, as Mi- 
chael Angelo did, then he becomes one of the 
wonders of the world, as Michael Angelo is; 
but, ordinarily speaking, one idea for one man 
isabout enough. If that is properly followed 
out and hammered at constantly something is 
bound to give. I am taking it for granted, 
however, that a man is in a business for which 
he is fitted, both by natural inclination and 


acquired taste. Everywhere I can pick out 
men who are misfits, who started wrong and 
stayed wrong. They have been kicking 
against the pricks all their lives, and will 
robably continue to do sotillthe end, The 
English have a proverb that “A rolling stone 
gathers no moss,” and the Chinese have a 
proverb in effect to “keep on rolling’’ until 
the right side turnsup, The Chinese is better. 
case in point is the Gannett & Morse 
Concern, of Augusta, Maine, a publishing 
house which, notwithstanding its corporate 
title, is managed exclusively by one man—Mr. 
_H. Gannett. For many years Mr. Gan- 
nett was engaged in business with a Mr. 
Morse, and sold apples, fruit, candy, fire- 
crackers, whips and satchels, nuts, raisins, 
dates, etc. During the holidays he put in toys 
and had a sort of a bazaar, and simply tore up 
things by the roots to bring custom to the 
little store. When the roller skating craze 
came around he rented the top floorand made 
arink out of it. This brought them a little 
money, but soon things settled back into their 
old channel again, It didn't seem to make 
any difference how much effort was put into 
the thing, it seemed incapable of great re- 
sults, There was simply the small commu- 
nity in Augusta to draw from, and no business 
from the country at large. Mr. Blaine was 
the only customer they had, which consoled 
them for an otherwise dreary and monotonous 
existence. Yet everybody conceded Gannett’s 
extraordinary versatility in attracting atten- 
tion to his store; but he was engaged in the 
delightful occupation of squeezing blood out 
of a stone, with the usual result. But he kept 
on turning around until he finally turned right 
side up into 
the publishing 
business, a 
business for 
which he was 
qualified by 
natural talent, 
natural taste 
and every- 
thing else. . 
When a man 
gets into a 
business with 
which he is in 
harmony, the 
heaviest work 
he has to per- 
form becomes 
a pleasure. If 
you add tothis 
thestimulus of 
success which 
has en for = 
many years withheld and bring «a man sudden- 
ly in sight of the promised land, you can rest 
assured that he is going to hustle, hustle, hustle. 
The first number of Comrorr cost about 
$40 to print, mail and deliver. The circulation 
was in the hundreds, while the December 
issue will exceed 1,000,000 copies, and Mr. 
Gannett can confidently point to that with 
sed and with the serene consciousness that 
is record is unequalled. As to Comrort 


itself (it is essentially a country paper), I 
must | that I do not like the paper, but I 


think almost any one would say the same 
thing who has been brought up as I have in 
the city, and always interested more or less in 
books and papers, but when you go out into 
the country, eighteen miles away from any- 
where, the situation becomes entirely differ- 
ent, Statistics divide the people of the United 
States into several branches of labor, and more 
than half are credited to agriculture, A mo- 
ment’s reflection will convince you that of the 











sixty-five millions there are comparatively few 
vt these millions swallowed up in the great 
cities, although you hear more of the great 
cities than the balance of the country com- 
bined. It consequently leaves about forty 
millions of people who are away from contact 
with city life or even country life, and to 
these peuple a weekly or monthly paper is an 
event in their lives, ‘They swear by their pe- 
riodical as you swear by your politics. There- 
fore, though Comrorr is far from what I 
would like to see a paper, yet it answers the 
purpose of everything far better than any- 
thing I might get up with all my experience. 
It answers the purpose and is pure and clean 
in tone, It is essentially a paper for the great 
family circle, and there is scarcely a farm 
from here to California but takes it, There 
is more or less demand for it in the cities, but 
strictly speaking it is a farmer's paper, a pa- 


per for the common people. I have seen letters 
from its subscribers who go into ecstacies over 
features in the paper that I would like to kick 


out. 1 have read commendations of the most 
geuuine and sincere kind that would never 
have been inspired except from the writers’ 
own inner consciousness, It apparently en- 
joys the confidence and the esteem of its sub- 
scribers, without which no paper can be of 
any benefit to its advertisers. 

[here are more letters written to the editor 
of Comrort than would be addressed to the 
editor of any city publication, There is not a 
line in all of its different departments but 
what seems to call forth a response from its 
readers, and this close communion with their 
constituency enables them to provide just what 
they want, and withdraw anything that hap- 
pens to co ne in that will not exactly answer 
the purpose. There have been such writers as 
John Habberton, Miss Sarah Orne Jewett, 
and a host of others whom I cannot now re- 








call. The poetry is of the homeliest, simplest 
kind; there is not much brains in it, but all 
heart. The illustrations have been profuse. 
Its constituency are in the habit of replying 
to advertisements, and with them an adver- 
tisement has a great influence. If you put your 
advertisement in Comfort it pays. There is 
no question about that. Mr. Gannett has 
scores of testimonials from leading business 
men in the country voluntarily testifying to 
that effect. You can see them at any time. 
Circulation is proved in any way at any time. 
Post-office receipts are the best way of reach- 
ing everybody with the memorandum of cir- 
pa but some people are not satisfied 
with that, so Mr. Gannett simply says: “ If 
there is any other proof that you want that 
we can furnish, I will be glad to do it. The 
point is, we want our circulation absolutely 
guaranteed, and to be accepted beyond a 
doubt. We invite comparative tests with any 
other medium in this i. We ask nothing 
but a fair and impartial decision. We are 
willing to abide by the result in such an 
event, which we must confess to have but one 
end, and that in our favor. Our subscribers 
are entirely new, and have not been solicited 
for this sort of business for many years, and 
reply readily. We have many reasons for 
knowing that Comrort’s lists are absolutely 
the best lists of its kind in the market, and we 
have letters to prove our position.” 

Our New York office is at 23 Park Row, and 
is in charye of Mr, W. ‘I. Perkins. This office 
is for the convenience of New York advertis- 
ers and men who are visiting the city aud have 
not the inclination or time to call on us at Au- 
gusta, He will furnish you with all necessary 
information, Space may be obtained at any 
of the avencies, or by addressing us direct. 

Tue Gannett & Morse CONCERN, 
Augusta, Me. 
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THE THRIVING TOWN OF SEATTLE. 


Princess Angeline, the daughter of the 
Indian Chief Seattle, for whom this city was 
named, is one of the most familiar sights and 
at the same one of the most interesting to be 
seen in Seattle at the present time, Not every 
city is so favored that it can boast of a real, 
live princess who walks the streets every day. 
But no stranger meeting this royal personage 
upon the street would recognize in her the 
nobility which she rightfully claims. She 
wears no crown, unless a tangled mass of half- 
gray, half-black hair, covered by a red ban- 
danna handkerchief, can be construed to con- 
stitute one; her robe of purple is an old red 


shawl; her queenly skirts are 


made of no richer material than 


calico, and when she revels in 
the luxury of shoes, which is not 
often, they are as unlike the tra- 
ditional royal footygear as two old, 
water-soaked, musty, dusty pieces 
of hard leather are unlike the finest 
pair of shoes ever turned out. 
Many years ago Chief Seattle, 
her father, was the head of a tribe 
numbering many people, probably 
500 to 700, including women and 
children. The old Chief was very 
friendly to the whites who came to 
Alki Point in 1852, and within a 
few years there came a time when 
his friendship stood the pioneers 
in good stead. War broke out 
among the Indians, and for a while 
the settlers had to look sharp to 
the safety of their families and 


themselves as they went about 


their work in the thick forests. 
Pat Kanim and Seattle, two chiefs, 
who, unlike the savage leaders of 
other tribes, refused to slaughter 
the whites, were always held in 
high esteem by the early settlers. 
To Dr. Maynard, many years dead 
is ascribed the act of naming the 
city after Chief Seattle, and Mrs. 
Dr. 
geline, has the credit for naming 


Maynard, according to An- 


the princess herself. So great was the respect 
in which Chief Seattle was held that last Fall 
was erected over the old 


a fine monument 


Indian's grave at Port Madison. The inscrip- 
tion on this monument gave the name of the 
dead chief as ‘‘ Sealth,” which more nearly 
resembles the name as pronounced by the 
Indians. 

The harness trade in Seattle is well repre- 
sented by M. McTeigh, J. D. Abrams, F. 
Bories, Briggs & Co., Burgert Sad. & Har. 
Co., W. Davis & Son, Lee Elliot, G. M. Hol- 
loway, McSorley & Gorlay, C. L. Mitchell, 
Jas. Wheelan and Mechanics’ store. 

We are indebted for the illustration to the 
kindness of A. Frank Richardson, who is the 
New York representative of the best paper in 
the State of Washington.—Harness, for Sep- 
tember, 





